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INTRODUCTION 
 
Currently, the social media has created distinctive patterns of communicating 
company’s brands and products to the customer. Social media as a tool of 
communication, has changed the way people perceive company brands; hence 
connecting the brand to the consumer (Rowles, 2014). Furthermore, social media such 
as Facebook, Twitter, YouTube etc. has increased the awareness of the company’s 
brand, marketers within the field of marketing, sales, research and development and 
customer service (Patel, 2010).  
 
The social media through electronic communication such as the internet, online 
website etc. enhance the marketing of the brand. Furthermore, social media via social 
networking website, blogging etc. convey a two-way communication between the 
information about the company and customer information. Social media has equally 
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increased the relationship between the company and the customer, thus the main 
priority is granted to the customer (Kania 2001).  
 
When discussing social media in relation to the company brand, we cannot exempt 
customer communities or online communities. We comprehend customer community 
as the online domain that gathers people to interact with one another by narrating their 
experiences in regards to company brand. This way, online community increases the 
relationship between the customer and the brand (Kania, 2001). 
 
Although, social media comes with plenty of benefits regarding building positive 
brand value, it can also be a weakness to the company brand if  not properly managed. 
For instance, the case of the YouTube hit “United Break Guitars”, which is a that was 
written and produced by songwriter David Carroll, shows how social media can be a 
problem to the company and the brand. The paragraph below is a quote of the lyrics 
and the 1youtube video of the song that has gone viral: 
 
“In the spring of 2008, sons of Maxwell were traveling to 
Nebraska for a one week tour and my Taylor guitar was 
witnessed being thrown by United Airlines baggage 
handlers in Chicago. I discovered later that the 3,500 
dollars guitar was severely damaged. They didn’t deny the 
experience occurred but for nine months the various 
people I communicated with put the responsibility for 
dealing with the damage on everyone other than 
themselves and finally said they would do nothing to 
compensate me for my loss. So I promised the last person 
to finally say no to compensation (Ms. Iriweg) that I would 
write and produce three songs about my experience with 
United Airlines and make videos for each to be viewed 
online by anyone in the world” 
(http://www.davecarrollmusic.com/music/ubg/story/) 
(cited in Sterne, 2010 p.140) 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  	   	  https://www.youtube.com/watch?v=5YGc4zOqozo	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The power of social media networking sites can be cause large. The incident of 
United Airlines caused negative perception by a lot of people towards the airline 
company during that period.        
                      
Similarly, in blogging websites there are tendencies that cyber-criminals can post 
negative information under false a company profile, which can have great negative 
consequence for the original company brand and malicious messages can be posted on 
the interactive brand website (Needleman, 2009).Therefore, it is important to explore 
the reason why social media are considered to enhance consumer perceptions towards 
the company brand in order to create trust and loyalty. 
 
According to (Kania, 2001), trust for the  brand is the ability for the brand to perform 
beyond customer expectation, then customer will attach positive association and 
consistent to the brand which creates customer and brand relationship. Kania, (2001) 
furthermore mentioned that online communication can enable individuals to connect 
deeply toward the brand and thereby enhances brand purchases and loyalty. Likewise, 
brand awareness and trust are the key factors for increasing customer’s loyalty to the 
brand. 
 
The above discussion leads us to discuss in details about our research problem and on 
how the use of social media builds stronger brands resulting in high customer trust 
and loyalty. 
 
PROBLEM	  AREA	  	  
 
The social media is a recent arising media outlet that can be applied as a valuable 
communication tool for companies, marketers, and advertisers similarly; however, 
studies of the influences that social media possibly have on people’s perceptions are 
more restricted. The purpose of this research study is mainly to investigate how can 
Bang & Olufsen build customer trust and loyalty through the use of social media. In 
our research project we have applied theories that would specifically look at how the 
social media can cultivate brand awareness, customer engagement, trust and loyalty. 
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As a conclusion, our project will give opportunity for potential comprehension of how 
Bang & Olufsen could utilize social media efficiently to communicate messages and 
whether further improvements could be done in order to apprehend this more recent 
media outlet.  
Basically all brands today have an entrenched profile on the predominant social media 
platforms such as Facebook, Twitter or Google+. Other brands have equally directed 
themselves towards more recent platforms such as Instagram, Pinterest or Foursquare. 
There are numerous diverse ways and tools that companies can apply in order to 
engage their consumers. Nevertheless, regardless of all the exertion, the levels of 
consumer engagement resulting on the platforms of social media, suggest that the 
conventional marketing knowledge lacks the ability to explain and guide the 
marketers throughout the process (WARC, 2012a).  
One of the newest expert studies of the most prominent brands on Facebook has 
detected that under 5% of brands were in the position to draw attention to their fans, 
who would repeatedly visit their page within a 30 day duration, which means that less 
than one in 20 fans within a month chose to revisit the brand page more than once 
(WARC, 2012a). In addition, the percentage of Facebook fans who not alone visited 
the fan page, however equally engaged with it, was discovered to be even lower. A 
few of the largest brand owners for instance Coca-Cola, Unilever and Ford who have 
already accomplished to create an enormous fan base are yet endeavoring to define 
the potential earnings on investment from utilizing Facebook and anticipate that it will 
require at least a few additional years before the value of fans will be established 
(WARC, 2012b).  
Hence, the brands are prone to trust the moment by building on the presumption of 
social media paradigm, which proposes that brands have to engage with their 
customers with regard to sustain growth (Nelson-Field & Taylor, 2012). Social media 
promotes active engagement of customers as well as favors relationship and 
community building. Social media helps in creating brand awareness by exposing the 
brand to customers. More engagement on social media helps to build higher 
awareness about the brand (Hutter, 2013). Brand awareness has positive impact on the 
sales, as customers are more likely to buy famous or known product (Yaseen et. al., 
2011). Kan (2002) as cited in Yaseen et. al., (2011, p.3) suggests more brand 
awareness leads to increased profitability.  
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Bang & Olufsen’s revenue has been decreasing recently which could be connected to 
loss of trust and loyalty towards the brand. However, there could be other reasons too 
for decline other than loss of trust & loyalty. In 1st half of the financial year 2013/14, 
the revenue of Bang & Olufsen has declined by 18% corresponding to Dkk 66 million 
in European region. There was also decrease in revenue by 11% corresponding to Dkk 
20 million in North America. Similarly, revenue for rest of the world has been 
decreased by Dkk 15 million. Despite the decreasing revenue trend in most of the 
regions, there was increase by 4% in BRIC region. 
 
In this research project, we would like to investigate the relevance of social media 
outlets towards building customer trust and loyalty towards Bang & Olufsen brand. 
Aaker & Jacobsen (1994) as cited in Yaseen et. al., (2011, p.2) concluded that 
increasing the level of brand loyalty considerably augment sales as well as economic 
value of the brand. Therefore, we believe that Bang & Olufsen could increase its 
revenue by building stronger brand trust and loyalty. We would also like to 
investigate on why do people and brands engage on social media and the impacts of 
social media engagement on brands. We have used theoretical framework and 
empirical data as a source of finding out ways for Bang & Olufsen to build brand trust 
and loyalty through the use of social media.  
 
 
	  
Problem	  formulation:	  	  
 
How can Bang and Olufsen build costumer trust and loyalty towards its brand through 
the use of social media? 
 
 
Research questions: 
 
• Why do brands engage with people on social media? 
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• What is the impact of social media engagement on brands? 
 
 
Methodological	  consideration	  
 
The methodology section discloses the approaches that we applied in our research in 
order to acquire information and relate with our problem formulation. We will discuss 
how we applied our findings in this project report to construct meaningful knowledge.  
 
The methodology parts start with the introduction of the purpose of the project, and 
we included the part of philosophies of social science. Then we explained the reason 
and why it was relevant to apply the philosophy of social science view to this research 
followed by a case study research approach, which in our project is Bang and Olufsen 
Company. 
 
The methodology section also discusses how we apply qualitative research technique, 
and the advantage and disadvantage of applying this method. Furthermore, the section 
also discusses the ways we apply the theories, data collection and analysis, a 
description of focus group, the method that we have applied in the research and 
describing how we applied it, and why choose these kind of tools for the research. We 
examined the validity and reliability of the research, and then we concluded with 
limitations that affect the research enquiry. 
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Project Structure 
 
 
 
 
Research purpose 
 
The main purpose of this research is to examine and investigate the impacts of using 
social media on building customer trust and loyalty towards the brand. Being business 
students, we thought it is worth examining whether the use of social media has any 
impact on brands. Through the help of theoretical framework, we would like to get an 
in-depth understanding of why people use social media and what motivates them to 
engage with brands using social media. By using the case of ‘Bang & Olufsen’ in our 
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project, we would like to investigate how can company build customer trust and 
loyalty toward the brand using social media. 
 
Research Design 
 
In order to conduct a research it is essential to adopt some frameworks that facilitate 
our gathering of data and information under our domain, our desire was to ensure to 
that the gathering of the essential data is accomplished meticulously. 
 
Our research design was impacted by examining our theories applicable to this 
research and operationalized it in order to understand subjective meaning in 
relationship on how can brands build customer trust and loyalty through the use of 
social media rather than using our thought as bases for generalization. Both secondary 
and primary information was collected in order to analyze this project. Secondary data 
consist of utilizing books, academic articles, newspapers, magazines, trade journals 
government document, online sources and company journals, etc. constitute the most 
useful sources of secondary information (Umoh, 1998). 
 
Considering the varieties of information required to complete this project, qualitative 
research method was chosen. Emperical data used in the project was form of 
qualitative data used; such as case study, focus group interview and observation of 
social media sites in order to gather information to enhance research findings. The use 
of interviews can be done in individually and group on issues related to the research 
subject. In this project, we did two interviews. Semi-structured interview was 
conducted with online manager and social media manager from Bang & Olufsen in 
Denmark. We further chose focus group in order to validate empirical information or 
data. 
 
According to Morgan, (1988) he viewed focus group or group interviews that 
included the same approaches that involve a distinctive research model. Furthermore, 
this is the process of listening to people opinion and in order to learning from them 
(Morgan, 1998). For instance, group interview allow access for share ideas, belief and 
perception of people interviewed. 
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As noted by Pederson (2008) & Gronhaug (2005) they considered an interview 
technique has an abundant source of information. In addition, we used semi structured 
interview question to investigate our problem question. We understand semi 
structured as the type of interview that compromised in order to balance the 
disadvantages and disadvantages of the structured and unstructured approaches 
interview when gathering information. More also, the interview technique we have 
chosen is flexible, it allow us to freely probe further into answers that seem to conflict 
in order to acquired better understanding.  
 
Qualitative research 
 
Qualitative research is regarded has process of gathering inquiry from various 
disciplines and subject issues Denzin & Lincoln (2000). This method shows how 
study of collection of different empirical Materials such as individual experience, 
interview, case study and observational and so on is needed to complete project 
research Denzin & Lincoln (2000). Therefore, study and interpreting data from 
qualitative method will enables us to acquired better understanding of the project 
problem statement we are investigating. 
 
To get understanding of the subject matter, this method used interpretative and 
reflection of individual or group (Bryman, 2001). This will enable examine the 
information gather to get better result in order to analysis qualitative data, 
hermeneutics approaches were applied to this research.  
 
As noted by (Ricoeur, 1971 as cited in Kavle 1996 p.96) he posited that “extends 
hermeneutic principles of interpretations of the texts of the humanities to the 
interpretation of the object of the social sciences meaningful action”.  
From this standpoint, since; interview is based on conversation about human life 
world and the oral discussion transform to text through interpretation. We consider 
hermeneutic essential to analysis our data gather. 
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In order to be critical to qualitative research technique apply to carry out our enquiry, 
we understand the weakness and strength that might occur, we take proper 
consideration about the weakness when conducting the research. However, it is of 
utmost importance to mention them for better informing the reader. The figure below 
describes the strength and weakness of qualitative research. 
 
 
Source: http://www.southalabama.edu/coe/bset/johnson/oh_master/Ch14/Tab14-
02.pdf  (Accessed on 12 November, 2014). 
 
 
Qualitative Interview 
 
Human beings interact with each other through initiating questions and then answer 
the question in order to understand and learn from people’s experiences, feelings and 
their environmental setting (Kvale, 1996). There are different types of interview 
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questions that good interviwer must consider with; whether to make the interview 
formal, that is well structured, or adopt informal structure or semi structured approach 
(Umoh, 1997).             
                                                                                        
There are different types of interviews such as structured interviews, unstructured 
interviews, semi-structured interviews and other (Ghauri, Grønhaug 2005). 
Unstructured and semi-structured interviews differ significantly from structured 
interviews because the latter is very formal and they demand greater skills from the 
interviewer, meanwhile in unstructured and semi-structured interviews the 
information is revealed about personal and attitudinal material (Ghauri, Grønhaug 
2005). Semi-structured interview is the compromised relationship to balance the 
advantages and the disadvantages of the structured and the unstructured types. It is 
flexible and incorporates appropriate variation by the interviewer during the 
proceedings (Umoh, 1997, p.28). 
 
To get information from interview, different format of interview questions can be 
asked by the interviewer from the interviewee. In our project we consider semi 
structured interview question necessary to gather information in respect of research 
problem. Therefore, is important to note that this type of interview have is own 
problem. We are aware of this when conducting the interview. The table below 
describes the general characteristics of strengths and weakness of semi-structured 
interview. 
 
 
Source: (Umoh, 1997, p.28). 
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“A good qualitative interview basically relies on a good question guide” (Harboe, 
2011 p.75). The interview guide, or in other words the question guide, is a piece of 
paper listing questions that are prepared in advance. We prepared the interview guide 
a couple of days in advance and we sent to both interviewees in order get overall 
understanding about the question before the actual date of the interview. The 
interview questions consist of introductory and general questions followed by 
questions related to our theories such as brand equity, social media theory and 
emotional branding and brand trust. 
 
We conducted semi-structured interviews with open-ended questions. The 
characteristic of using interviews with open-ended questions is that the responses 
depend on the interviewee, who may formulate her/his answers personally. The first 
interview was conducted with David Ditlev Rasmussen, the online manger and 
Alexandra Bode, the social media manager at Bang and Olufsen establishment in 
Lyngby, Denmark on 28 November 2014. 
 
The second interview was conducted in form of focus group interview, six people 
from two universities were chosen to discuss on the research topic and provide us 
valuable information. We used this type of interview in order to get their opinion or 
thought on the topic of discussion. Therefore, interview questions were drawn from 
the theories as our basis of discussion during the interview period. The table below 
shows the summary of the acquired empirical data in the form of qualitative interview 
for this project. 
 
16	  
 
 
Focus group interview 
 
The focus group interview can be understand as activities that involves interviewing a 
limited number of group of people, which allow unlimited flow of oral discussion 
which are not structured (Farley, 1994).  Applying this type of research method 
enables us to interview a group of people to ascertain their attitudes and motivations 
towards the subject issues we are investigating. ‘Using focus group interview is one of 
the qualitative research methods widely undertaken in such fields as business 
marketing and social research. In one Focus group interview, normally one 
moderator and six to twelve interviewees are involved. It is a semi-structured 
interview because the moderator prepares an interview plan in advance of the 
interview’ (Suzuki et. al., 2009, p. 235). 
 
In our project, we found the relevance of focus group interview as we could get rich 
qualitative data on our research topic. Getting such data would help us getting better 
insights on social media and branding issues from customer’s point of view and we 
could also use the information for making recommendations for Bang and Olufsen in 
regards to using social media to increase customer trust and loyalty. Talking about 
Focus group interview process, we discussed in the group about what kind of 
questions should be asked and why. We also read some books and articles written 
about Focus group to increase the horizon of our knowledge about the topic. Then we 
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made some semi-structured questions to keep the focus of discussion within the 
boundary of research topic. We requested some of the students/friends in our contact 
if they wanted to participate in Focus group interview. We chosed six people for the 
interview who could provide valuable contribution to the research topic. Three of the 
participants were master’s degree students from Roskilde University and other three 
were master’s degree students from Niels Brock College in Nørreport. We felt that six 
participants would be the wise number as we could have in-depth discussions and 
everybody gets chance to speak. We chosed a quite place for interview and we sat 
around a table so that everybody can see each other. We used audio recording system 
to record the interview, as some of the participants were hesitant with video 
recording. Focus group discussion started with short introduction of the participants, 
as all of us did not know each other. Then the moderator started with brief description 
of the research topic and discussion was further continued. 
 
 One of the problems we faced while arranging focus interview was fixing date and 
time for interview. It was hard to find a common date and time where everyone can 
meet due to the fact that almost everybody were busy with their project, college or 
work. However, at the end we were able to find a common date and time for 
interview. We feel that using Focus group interview as an empirical data in our 
project have enhanced the quality of our research findings although there are some 
drawbacks too. General strengths and weaknesses of Focus group interview are listed 
below: 
 
 Strengths and Weakness of focus group 
 
   Source:  Umoh, p. 30 (1997). 
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Philosophy of social science 
 
Hermeneutics	  
 
In this section, the scientific theoretical approach in the report will be presented and 
explained. 
 
In Greek, hermeneutics means interpretation or the interpretation of art. After careful 
consideration, we have decided to make use of hermeneutics as the primary scientific 
theoretical direction within our project. The theoretical and empirical collection will 
be interpreted in a discussion section in order to discover a profound meaning (Juul 
and Pedersen, 2012). 
 
The choice of hermeneutics is due to the fact that the group already has some 
prejudices about individuals brand purchase. The philosophical hermeneutics 
characterizes the work of the project. Through the hermeneutic method of 
interpretation, we will try to gain a deeper understanding of people’s motivations for 
using social media and engaging with brands. 
 
Human beings are complex and change through experience and hence they develop 
through time. Humans create their own rules that are reproduced and transformed 
through their actions and using the empirical work it desires knowledge of consumer 
buying behavior. This is also one of the main reasons for the use of hermeneutics as 
philosophy of social science in the project. Society and human beings develop so 
quickly that it appears necessary to use the principles that form the basis of 
hermeneutics (Juul and Pedersen, 2012). 
 
"The central hermeneutical task is to develop an interpretive understanding of the 
meaning that lies in the human manifestations of life, which requires knowledge of the 
historical context in which utterances come in." (Juul and Pedersen 2012, p. 110)  
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The	  hermeneutic	  circle	  
 
One of the key concepts of hermeneutics is the hermeneutic circle. The principle 
around the circle is that the phenomenon one chooses to investigate cannot be 
understood without an understanding of the whole; conversely, the holistic picture 
cannot be understood without an understanding of the detailed partial understanding. 
This kind of circle arouses interest, as partial understanding and holistic 
understanding combined are meaningful generating a higher understanding of the 
subject (Juul Pedersen's interpretation of Højbjerg 2004 2012). 
 
The writer Juul and Pedersen (2012) describes Schleiermaches broad definition of 
hermeneutics, among them the understanding of something alien. These elements will 
show the connection and possibly the recurring patterns that mean one is able to think 
holistically. These entities will then make the whole understanding continuously 
adjusted with the experience and recognizable patterns – the process also corresponds 
to the aforementioned circle. 
 
The project will be working with reality and therefore the realization always be open 
for discussion. The reason for this is that interpretations may vary dependent on the 
eyes that look at the text or phenomenon and what lessons these eyes. 
 
In relation to the ontology and epistemology in hermeneutics, perceived social reality, 
as being fundamentally different from the wild, and the perception of recognition of 
the social world. (Juul and Pedersen, 2012, p. 110) 
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  Science	  theory	  in	  empirical	  study	  
 
The empirical acquisition and processing process, makes it necessary to describe how 
science theory can be used in conjunction with the acquisition of empirical research, 
analysis, discussion and perspective. 
 
There are two major schools that have inspired the project in hermeneutics and it is 
the philosophical hermeneutics and method of hermeneutics. 
Neither of the two schools believes that one can arrive at the completely correct and 
concrete truth when all interpretation work is by definition uncertain. This can be 
supported with the following quote. 
 
"Any interpretation by definition is uncertain, because from a perspective one can 
make anything else probable" (Juul and Pedersen 2012, p. 115). 
 
The above stated quote deals with Schleiermacher's understanding of hermeneutics. 
Schleiermacher's definition of hermeneutics “understanding of foreign speech." This 
means that one should try to comprehend phenomena from the hermeneutic circle. 
Schleriermacher equally believes that one cannot obtain an objective true 
understanding and therefore considers the interpretation work as a never-ending 
process. 
 
"Schleiermacher expresses it, a never-ending task that neither can nor must be ended 
in an objective or true understanding" (Juul and Pedersen 2012, p. 115). 
 
Thus, the comprehensions of the social media and branding phenomena will not be 
able to obtain a genuine objective truth, however the report can approximately obtain 
a better comprehension of how the problem formulation can be understood and 
answered. 
 
One of the differences between the two schools lies in the way we comprehend the 
empirical data. Within the method of hermeneutics it is however not meant that we 
are a part of the world that we analyze, whereas the philosophical hermeneutics 
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believe that we are transferred into the hermeneutic circle, and will then become a 
part of the world that we are trying to comprehend and interpret. 
 
The philosophical hermeneutics is selected due to the fact that researchers are no 
longer a source of error in the interpretation process. Therefore, the group as 
researchers with their own experiences and understandings of the phenomena are an 
essential part of the process of interpretation. 
 
"Here the researcher is not perceieved as a source of error, but as an important 
source for recognition. The research process is not about measuring but about to 
interpret and understand meaningful phenomena" (Juul and Pedersen 2012, p. 128). 
 
Interpretation work and analysis of the acquired empirical data has a high impact on 
the hermeneutic way of working. This will be reflected in the way that the data is 
collected and how it is processed on. In addition, it is essential to understand the form 
of conclusion, as the hermeneutic empirical determination will induce. Since the 
conclusion will depend on the group's comprehension and interpretation of the social 
media and branding issue, it will therefore continuously be open to discussion. 
 
Finally, the social media and branding phenomena are chosen to examine, always be 
interpreted in the context in which the phenomenon is. Thus, the validity criterion in 
the hermeneutics will not only be the strength of the observations that are conducted, 
however also on the stretch reasoning as a whole. 
 
"The ultimate validity criterion is not entirely empirical observations but the strength 
of the argument as a whole" (Juul and Pedersen 2012, p. 128).  
 
 
Case study research approach 
 
A case study subsist of “an empirical enquiry that investigates a contemporary 
phenomenon within it’s a real life context, especially, when the boundaries between 
the phenomenon and the context are not clearly evident… it allows the investigation 
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to retain the holistic and characteristics of real life event such as individual life 
cycles, organization and managerial processes, neighborhood change, international 
relations and maturation of industries” (Yin, 1994 p.3). 
 
As noted above, case study research shows how to undertake a detailed analysis of a 
selected individuals or organizations in order to derive ideas about possible 
relationships. We consider adopting case study in order to enable us to search for the 
cause and effect relationships that might occur when company adopt social media 
strategy towards their brand in relationship to customer trust and loyalty. We 
understand cause and effect relationship as the action the company takes that can 
result to different outcomes. 
 
Reliability and Validity 
 
Reliability and validity are the important determinants while judging quality of any 
research project, designing a study and analyzing results (Golafshani, 2003 as stated 
in Patton, 2001; Harboe, 2011).  Validity is all about if the theories, research methods, 
data collection and analysis are helping to answer the research question. According to 
Olsen, Pedersen 2008:195, ´Validity is the important quality category because it has 
to do with how to conceptualise the project clearly enough.’ Reliability is concerened 
if the data collected are reliable and if the result produced is same again and again. 
 
Reliability	  
 
The reliability of collected data can be tested by analysing and repeating selected 
measurements to see if the same outcome can be achieved (Harboe, 2011). In order to 
increase a high degree of reliability the data for this project was collected as much as 
possible through books and academic articles which can be considered as a reliable 
source of information. Harboe (2011) says, ‘The higher degree of reliability can be 
ensured by enclosing the transcription of interviews so that everyone could “go over 
your analyses with a fine-toothed comb (p.192). The empirical data collected in the 
form of case company interview and focus group interview has been recorded and in 
the analysis, interview has been quoted by time elapsed in the recording. Similarly, 
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another empirical data in the form of Observation of social media sites has also been 
used in the analysis and screenshot of Observation has been put in Appendix section.  
The reliability in an interview can be increased by using careful question wordings, 
interviewer training and working out methods for coding (D.A. de Vaus: 1996). We 
have done the careful study of the interview topics and discussed it in the group 
before making interview questions in order to enhance credibility of the findings. 
Talking about degree of reliability of our research findings, we would like to consider 
it as moderate because our findings might not be valid in all circumstances and it 
could be outdated in future. 
 
Validity	  
 
A valid measurement is the one that measures what it is intended to measure (D.A. de 
Vaus: 1996). The result is not considered valid if wrong tool is used for measurement. 
The debate about validity and the truth becomes more complex in such types of 
research where variables like the impact of the researcher, the situation and other 
variables are context dependent and very evasive (Kuzmanic, 2009). Semi-structured 
and narrative interviews are particularly interesting in this sense. Such qualitative 
interviews can be considered as interactions between a few or more, usually 
previously unacquainted persons, who both construct the meaning through a long 
series of communicative acts. Interviewee and the interviewer have their own 
perspective and social knowledge and they have to share some sort of common 
ground “which allows them to communicate the meaning somehow through their ‘in-
betweenness’.” (Kuzmanic, 2009:44). During the interview the interviewer tries to 
understand the meaning of phenomenon from the interviewee’s point of view. 
Validity and meaning is not pre-given but constructed during the interview process. 
We expect that the responses from interviewees are honest and extensive. In our 
project we have used the theories and research methods that could help us to answer 
our research question. Talking about validity of our research project, we would like to 
consider it as relatively high as we think the theoretical framework and empirical data 
that we used makes our research stronger and help in solving research problem. 
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Delimitations 
 
There are many social media sites used by people and some of them are very popular. 
But in this project we were not able to include all the popular social media sites. Our 
focus is mainly around Facebook, Twitter, Youtube and Online communities that 
have significant importance in building brands online. Bang & Olufsen is also serving 
B2B customers; such as premium car companies like Mercedes, Audi, Aston Martin 
and BMW who are using B&O sound systems in their cars. But we decided to include  
only B2C segment in our project due to project limitations and to make the research 
focused on one particular area. Another obvious limitation is time constraint while 
writing any projects. We had to finish this project within limited timeframe. Talking 
about case company interview and Focus Group interview, we had to get as much 
information as possible within limited time given to us. We had to efficiently use the 
time available to us due to the busy schedule of company managers and the 
participants of Focus group. However, we understand that challenges are part of our 
life, and we tried to bring the best out of the situation. 
 
 
 
 
THEORETICAL	  FRAMEWORK	  
 
This section provides with theoretical discussions of our selected theories in order for 
us to solve the research problem and put light on social media issues regarding brand 
trust and loyalty. The theories utilized are emotional branding and brand trust theory, 
which is followed by social media theory and finally brand equity theory.  The 
theories used in this project were chosen among many other theories based on their 
relevance in solving research problem. 
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Social media theory 
 
The major issues for discussion in this theory are the importance of social media in 
our lives and in the business world and the challeges of social media. There is also 
discussion about how brands could enhance brand loyalty through social media based 
brand communities.  
 
A substantial keyword to characterize for the aim of this research report is the social 
media, including how the diversified outlets of social media are categorized, and 
which factors has an effect on the assortment. Firstly, “social media is a group of 
Internet-based applications that build on the ideological and technological 
foundations of Web 2.0, and that allow the creation and exchange of User Generated 
Content” (Kaplan & Haenlein, 2010, p. 61). Furthermore, the social media has 
previously been elucidated predominantly as a media for social interaction (Agichtein, 
et al., 2008). The social media has accomplished to encompass items for instance 
blogs, web forums, photo and video sharing communities, and social networking 
platforms for instance Facebook (Agichtein, et al., 2008).  
 
Social media outlets initiated back in 1997 with the commencement of 
SixDegrees.com (Ellison, 2008). Concurrently, an extensive amount of social media 
sites have become prevailing with a large wave of social media in the 2000’s (Ellison, 
2008). Ellison (2008 p. 210) declares that, “Since their introduction, social network 
sites (SNSs) such as MySpace, Facebook, Cyworld, and Bebo have attracted millions 
of users, many of whom have integrated these sites into their daily practices”.  
 
Taking into account the alteration in individuals to utilize the social media on a 
everyday basis, additional studies have been made in order to examine the social 
media and to investigate what it means for advertisers and corporations, an example 
of such an inquiry is the one created by Mangold & Faulds (2009). According to the 
inquiry by Mangold & Faulds (2009), they asserted that social media made it feasible 
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for the particular individual to interact with numerous people regarding products and 
organizations. Subsequently, it is alleged that social media ought to be utilized in 
businesses' integrated marketing communications (Mangold & Faulds, 2009).  
 
Nevertheless, scarcely all-social media are perceived to be similar. Each distinctive 
social media outlet presents disparate features and elements for the users encouraging 
an extensive magnitude of individual interests as well as practices (Ellison, 2008). 
Consequently, a classification system has been established in order to distinguish the 
single social media outlet from another founded on two elements of social media 
outlined by Kaplan and Haenlein (2010). These elements consisted of the media-
related element, that were carried by the ideas of social presence as well as media 
richness, and the social-related elements, that were carried by the ideas of self- 
presentation and self-disclosure (Kaplan and Haenlein, 2010). In the pursuance of 
getting a better comprehension of how diversified social media outlets operates and 
are segregated, it is essential to primarily comprehend the media-related elements and 
then the social-related elements.  
 
There exist two media interrelated dimensions that are utilized to segregate social 
media: the elements of social presence and media richness. Social presence theory 
allegedly notes that media contradicts on degrees of social presence. Social presence 
is widely the auditory, visual, and physical contact permitted amidst communication 
associates. Most significantly, the greater the social presence, the greater influence 
communication associates have on each other’s behavior (Short, Williams, & Christie, 
1976).  
 
The second media related dimension utilized to categorize social media is media 
richness theory which fundamentally explains that media varies on their degree of 
media richness (Daft & Lengel, 1986). Media richness is viewed at as the quantity of 
knowledge that is permitted to be conducted by virtue of media at a given time 
(Kaplan and Haenlein, 2010). The presumption is that one purpose of transmission is 
to diminish ambiguity, which is the presence of incompatible aspects, and uncertainty, 
which is the deficiency of knowledge, and the prosperous the media the greater the 
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decline. Essentially, some of the media outlets are more efficient than others when 
diminishing ambiguity and uncertainty as well as contributing to improved knowledge 
(Daft & Lengel, 1986).  
 
With the media related components of social media in mind, the outlets can differ 
exceedingly. Social media outlets integrate disparate transmission tools and new 
knowledge. For instance, numerous social media outlets might utilize photo posting, 
mobile connectivity, or video sharing; yet, other sites might be mainly text based 
(Ellison, 2008). Every of those features alter how humans utilize the webpages, 
present themselves, and exhibit knowledge, thus the social component of social media 
(Kaplan & Haenlein, 2010).  
 
In addition to the media related component, there is a social related component, which 
also has two dimensions: self-presentation and self-disclosure. The concept of self- 
presentation basically states that in social interactions people desire to control the 
impressions other people form of them. Self-presentation occurs to help create an 
image that aligns with one’s identity (Kaplan & Haenlein, 2010). When linking this 
with social media, individuals may join a social network to present themselves on the 
Internet. Then, that self-presentation occurs through self-disclosure, where self-
disclosure is the act of revealing certain personal information to other individuals. 
Therefore, self-disclosure helps develop relationships whether with close family, 
friends, or a stranger (Joinson, 2001).  
 
Considering each of the above elements: social presence, media richness, self- 
presentation, and self-disclosure, social media is further classified by outlet. Blogs, 
social networking sites (i.e. Facebook), and virtual social worlds (i.e. Second Life) are 
all higher self-presentation and self-disclosure with social presence and media 
richness increasing with the latter. On the other hand, collaborative projects (i.e. 
Wikipedia), content communities (i.e. YouTube), and virtual game worlds (i.e. World 
of Warcraft) are all lower self-presentation and self-disclosure with social presence 
and media richness increasing with the latter (Kaplan & Haenlein, 2010).  
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On the whole, each of the different outlets provides different benefits to the users and 
producers of the content, and become important when defining the social media 
outlets to be used in this study. Furthermore, there are existing studies that support 
social media to be incorporated into integrated marketing. As a result, the next section 
examines branding and will be important for defining for this study.  
 
The common character of the indicated social media tools has messages from one-
way communication to ease a dialogue nationally as well as internationally. 
According to Al-Deen and Hendricks (2012), it is obvious that enterprises currently 
depend on social networking websites in order to transmit knowledge to consumers 
regarding their most recent occurrences. Moving outside the limits of the press 
release, a large amount of organizations have wanted not just to communicate 
knowledge to consumers, however equally to engage them through incorporating 
them in business decisions, including them into tangible environments with internet-
based promotions, and establishing a feeling of exclusivity for consumers who engage 
in social media.  
 
During the last couple of years, corporations all over the globe appeared to be 
bewildered by the consumer stimulation to social media platforms as for instance 
Youtube, Twitter, and Facebook. Despite the fact that, a few are yet struggling to 
increase their fan-base and their “followers”, there are a quantity of corporations that 
have managed to achieving this goal. Amidst the top ten enterprises on the popular 
social networking site (SNS) Facebook lies Red Bull, Oreos and Coca-Cola (Al-Deen 
& Hendricks, 2012).  
 
Not all organizations have managed to gain the corresponding success in regards to 
social media marketing. In-numerous articles within the advertising industry have 
granted inadequate critiques to corporations who unsuccessfully managed to engage 
with consumers accordingly. An example of this, is when the Bowl Championship 
Series (BCS) launched its Facebook along with its Twitter accounts, an infinite 
amount of fans were seeking intercommunication with the corporation. However, 
alternatively they encountered one-way interaction that gave the impression of 
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disrespect towards the value of fans assessments and communication (Al-Deen & 
Hendricks, 2012).  
 
Nevertheless, the most interesting within this entire research of branding through 
social media is how corporation failure is measured. How is it possible to measure the 
return on investment (ROI) of marketing on websites as for instance Twitter and 
Facebook? Most of the time, the marketing industry has stressed out in supplying 
guidance with respect to in which way corporations should put effort onto social 
media followers and equally how companies can measure ROI correctly.  
 
Although consumers are persuaded to follow reminders to visit the corporation's 
websites, there does not exist any technique in order to obtain the immediate 
repercussions of social media use. Yet, corporations are capable of engaging with the 
consumers that utilize their products and, as a consequence of an already initiated 
network, approach those consumers who do not use it. This way, social media 
followers turn into unsalaried employees for corporations who they befriend, like or 
follow. The corporation receives free reliable publicity, brand awareness, and possibly 
enhanced costumer loyalty. Assuming that the enterprise's strategy is productive, 
hence that the consumers will be listened to, the corporations creates relation with 
new brands consumers, and collect more information on features and problems 
concerning a specific brand (Al-Deen & Hendricks, 2012).  
 
 
The	  challenge	  to	  companies	  
As reported by Al-Deen & Hendricks, (2012, p. 149), social media is pertained to as 
“the new hybrid element of the promotion mix”. When incorporating the most recent 
feature into the advertising industry, individual selling, public relations, publicity, 
direct marketing, as well as sales promotion, the analysts proposed nine approaches 
that will guide corporations form the discussions that are social media related. These 
analysts prompted organizations to support a networking platform, utilize social 
media tools in order to engage the consumers; utilize a combination of traditional as 
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well as Internet-based advanced tools to engage consumers; contribute to knowledge, 
become outrageous, provide with exclusivity, design commodities with topics that 
invites discussions and costumer's aspired self-portraits in regard; sustain and aid 
charities which are eminent to the costumers; as well as exploiting the power of 
narratives (Al-Deen & Hendrick, 2012).  
 
The nine approaches made to form producer-costumer discussions on the social media 
can be utilized as measuring equipment for corporation success on both Facebook and 
Twitter. The analysts fundamental tiny piece of advisement consists of that 
corporation provide networking platforms. They stated that consumers prefer to 
communicate with compatible individuals in value- and interest-focused societies. 
Second, they proposed that corporations utilize blogs as well as alternative social 
media devices to engage consumers. The outcomes of these favorable circumstances 
for assessment permit for enhanced consumer engagement and an extended sense of 
society. Thirdly, the academics encourage corporations to utilize both traditional as 
well as Internet-based beneficial devices. “Examples of costumer-engaging 
promotions are contests, online costumer loyalty programs, online voting, online 
games, and consumer competition.” (Al-Deen & Hendricks, 2012, p. 149). The 
researchers equally suggested that corporations supply knowledge on the presumption 
that it is more probable that consumers will interact about corporations and their 
products whenever they sense they have gained greater knowledge about them.  
 
Furthermore the researchers recommended corporations to establish a “buzz” amidst 
consumers through things that includes and shocks the people. Founded on the 
premise that consumers enjoy to sense pieces of an exclusive system of connections, 
the analysts advised that corporations supply exceptional deals to a particular group of 
consumers – which in under these circumstances refer to, Facebook or Twitter 
followers.  (Al-Deen & Hendricks, 2012, p. 149) 
 
Moreover it is proposed that corporations maintain focus on consumer self-portrait as 
well as consumer engagement in the midst of producing new products. Contemplation 
like that might enhance costumer dialogue through social media and interact as a 
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means of communicating knowledge. The researchers claimed that the influence of 
aiding causes interest to the consumers. Subsequently, the academics encouraged 
corporations to utilize the power of narratives, proposing that the more noteworthy the 
corporation narratives are, the more it is probable that they will be paraphrased, 
likewise on the social media. Every one of the indicated essential features, or the 
dearth just mentioned, is current when catching a closer glance at the social media 
strategies on these following prominent corporations; Whole Foods Market, 
Southwest Airlines, and British Petroleum (BP). (Kaplan and Haenlein, 2010, p. 62). 
 
Regarding the social measure of Social Media, the conception of self-presentation it 
declares that in any sort of social communication people have an urge to control the 
perceptions other individuals create about them. On that note, this is done with the 
purpose of affecting other people to obtain rewards (such as, creating a positive 
perception on one's forthcoming in-laws); nevertheless, it is motivated by a desire to 
generate an image that is in accordance with the individual's personal identity (such 
as, be dressed in a stylish outfit so that one may be recognized as young as well as 
trendy) (Kaplan and Haenlein, 2010, p. 61-62). 
 
The crucial incentive to why humans determine to establish a personal webpage is, for 
instance, the desire to introduce them in cyberspace. Normally, this sort of 
introduction is made as a result of self-disclosure, which means that the conscious or 
unconscious unveiling of private information (such as., thoughts, feelings, likes, 
dislikes) that is in accordance with the image the individual would prefer to grant. 
Self-disclosure remains a critical act in the progress of close relationships (for 
instance., amidst dating) however it is equally able to happen between absoloute 
strangers; for instance, if communicating about personal issues with an individual 
sitting beside you on an airplane (Kaplan and Haenlein, 2010). 
 
With respect to the critique of Facebook and Google's infringements of privacy, 
disagreements over the presumed neutrality of the online network, as well as the real-
time dimension (the RSS feeds) on the move, we need to be constrained to determine 
which side we are on, for the sake of not vanishing in the information fog. Search 
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engines as well as social media channels are steadily producing and disclosing content 
flows, as a result of people's obligation to engage so diligently in finalizing people's 
online profiles, posting status updates, and displaying peoples private lives, blogging 
and tweeting basically anything (Lovink, 2012). Viewed upon as an interaction 
foundation that may defeat the alleged irregularities of the traditional broadcast media 
and resolve an abundance of the awful deficiencies of the public space, the online 
network is currently regarded as the most recent boundary of free interaction, speech, 
as well as political interaction. The ultimate presenter for “citizen journalism,” which 
is the real-time Internet encourages people to “forget the browser; real-time is the new 
crack,” indicating the dramatic deviation from the fairly changeless character of the 
old Web 2.0 approaching the content flow and expansion of real-time (Lovink, 2012).  
 
Subconclusion: 
 
From the social media theory, it can thus be emphasized that brands should 
incorporate social media in their integrated marketing business strategy, as people all 
over the world utilize the social media on a daily basis. The social media has made it 
feasible for the individual to communicate with several people regarding products and 
brands. Furthermore, the social media theory argues that most corporations do not 
only want to communicate knowledge to consumers, however equally to engage them 
through incorporating them in business decisions, including them into tangible 
environments with internet-based promotions, and establishing a feeling of exclusivity 
for consumers who engage in social media. Nevertheless, when interpreting the social 
media theory, it is important to be critical towards the social media as the majority of 
people uses it to due to the urge to present themselves on the Internet. It is equally 
important to be critical towards the social media as a communication tool, as the 
social media is utilized for free speech, interaction and political action. Hence, any 
person can make a negative comment if they do not like or trust the company brand, 
which can explode into a huge corporation issue, since the comment will be viewed 
by numerous people and possible be shared multiple times. However, it has thus been 
proposed by researchers, that the corporation should maintain focus on consumer self-
portrait as well as on consumer engagement as they are producing new products. 
Thus, the social media theory is very much related to the social media based brand 
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community and brand loyalty theory, emotional branding and brand trust theory, and 
brand equity theory, as it is important for the companies to build up trust and loyalty. 
 
Social Media Based Brand Community and Brand Loyalty 
 
Brand community can be defined as: ’a dedicated group of members who are users of 
a particular brand or market, constantly in touch with the brand and each other, not 
only responding to company intiatives but also initiating and continuing 
conversations of their own about any aspect of the brand or business’ (Hall: VERVE, 
p.7). It provides required information about the brand to the community members and 
help the organization build strong brand (Fournier and Lee: 2009 as citied in Chauhan 
et al., 2013). The main aim of the building and enhancing brand communities is to 
make customers loyal to the brand (McAlexander et al., 2011 as citied in Mosavi: 
2013). Social media based brand community builds and enhances loyalty through 
enhancement of brand (Mosavi: 2013). ’Trust plays a key role in reducing the 
uncertainty and lack of information asymmetry; thus making customers feel 
comfortable with the brand’ (Chiu: 2010 as citied in Mosavi: 2013 p. 75) 
 
The major goal of the brand community is to exchange information among 
community members and to have a rich and positive experience through the 
interactions among them. The interaction between companies and brand community is 
helpful for companies to better understand the customers in order to manage long-
term customer relationship at lower cost (Won et al., 2011). 
  
Social networks are online communities in their purest form. User relationships are 
the main activity on a social networking website. Members of social networking sites 
create their profiles pages, create friend lists, meet friends of friends and communicate 
with each other in several ways. Internet community culture is very influential to be 
ignored although not everyone is a member of online community. There is huge 
global conversation going on online communities and it is important to be aware what 
people might be saying about the brands (Buss et. al., p. 16-17). 
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In a social network, member interaction is the focus and main activity, which 
members use to socialize with each other. Members create profile pages to represent 
themselves and see the profiles of others with similar interests, find friends and learn 
about friends’ friends (Buss et. al.,).  Brands are now viewed as ongoing social 
process and brand value is also co-created through network relationships and social 
interactions. ‘Social media favors relationship and community building as well as it 
promotes active engagement of customers. The direct involvement social media 
enables in respect to the creation of brand value gives consumers even more power to 
influence brands and posits challenges for brand manager’s efforts to manage their 
brand’ (Hutter, 2013, p.2). 
 
Brand communities provide an important platform for customer engagement 
behaviors. Firms host online communities for commercial purposes in order to build 
relationships with customers, get feedback and strengthen the brand. Consumers 
engage in several types of behaviors in communities, such and sharing experiences, 
helping each other, reading other’s comments, etc. In order to create and maintain 
relationships both customers and firms need to feel that they are gaining something. 
Brand communities in social media enable social presence in the form of acoustic, 
visual and physical contact. Brand communities on social media also help in avoiding 
uncertainty and reducing ambiguity as large amount of information is transmitted at 
any given time. Similarly, brand communities on social media give the possibility of 
self-presentation, meaning that people can control the impression of others about them 
in all types of social interaction. Customer engagement on brand communities has 
positive impacts on customer satisfaction, trust, affective commitment and loyalty. 
Loyalty is one of the reasons for brand community participation because people join 
the brand communities when they like it or feel loyal to the brand. Engaging is 
community helps in strengthening loyalty (Gummerus, 2012). 
 
 
Brand loyalty is one of the stages of branding that includes brand awareness and 
brand preference. Brand loyalty comes from the brand’s value in the mind of 
customers. Branding on the age of online media is not a thing but an experience. 
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(Kania: 2000). 2Achieving true brand loyalty in the long term is not possible without 
emotional connection. Emotional connection comes when we feel brand is a part of 
our self-identity. 
 
Levesque (2014) on the article ’Customer Engagement’s Impact on Brand Loyalty’ 
compares connecting with the brand with initiating conversation with a stranger. He 
says that customers communicate with the brands in the same way as communicating 
with people and brand should open the door for engagement as more and customers 
are expecting brands to provide methods of contact, i.e. via social media.  Customers 
today are demanding involvement of brands with them through social media and share 
opinions, thoughts & feelings. Customers reward brands that provide them such 
experiences with greatest gift of all i.e. brand loyalty.  The March 2010 issue of the 
Harvard Business review (as citied in Levesque 2014) showed that Facebook pages 
can increase customer loyalty by 36%, and engaging through Facebook page had an 
increase in emotional and psychological loyalty towards the brand. 
 
 
 
Emotional Branding and Trust 
 
The major goal of using this theory is to discuss how brands can use emotional 
branding to build the brand trust. The stages of creating emotional bond with 
consumer are discussed using a model known as ‘Building a brand in mindspace’ and 
there is also a discussion about using social media to create emotional attachment 
with the brand. 
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  http://www.businessesgrow.com/2014/11/03/emotional-branding/#sthash.jCA8Z0tB.dpuf	  	  	  	  	  
36	  
Brand	  Definitions	  
 
“A brand is a label, designating ownership by a firm, which we experience, evaluate, 
have feeling towards, and build associations with to perceive value” (Elliott et. al., 
2011, p.4).  It is not a copyright, logo or slogan, a product is neither a brand; a product 
is made in factory, a brand is made in the mind of customers and it has a specific 
identity (Travis; 2000). Furthermore, a product becomes a brand when the physical 
product is augmented by images, symbols, perceptions and feelings. Brands are about 
relationships and the relationships are about trust. Such trusts have to be earned over 
time through direct experience and interaction. “The trust deposited in a brand and 
the superior performance attributed to it derives from the brand’s tangible and 
intangible qualities”. These qualities must be experienced consistently over time by 
the consumer (Batey: 2008, p. 7-9). 
 
The world today is driving from industrially driven economy to consumer driven 
economy. The key to success for any business is to understand people’s emotional 
needs and desires. Business entities should recognize the customers as partners and 
must take definite steps toward building strong connections and relationships. 
Emotional branding is a means to connect product and services with consumers in an 
emotionally profound way. It focuses on most compelling part of human behavior that 
is the desire to overpass material satisfaction and experience emotional fulfillment 
(Gobe: 2009). 
 
Thomson et al. (2005 as cited in Theng et al. 2013) says that a customer’s emotional 
attachment is supported by three basic forces including customer’s self connection 
with the brand, feeling warmth towards the brand, and having intense liking for the 
brand. Therefore higher level of emotional attachment with the brand is likely to 
create higher level of dependency and long-term relationship with the brand. 
Customers feel comfort, happiness and security towards the brand in which they are 
more emotionally attached. 
 
Gobe (2009 p. 308) states that, ’Powerful brands only work if the people inside the 
company really care for their customers. Branding is a people to people business, not 
a factory to people business.’ He explains that brand needs to be having human 
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qualities and emotional values and it should express corporate culture through 
imagery that engages people. To be able to have long-term success, brands need to 
create emotional connection with customers through partnership with the brand. 
 
However, to create the emotional connection or emotional bond with the brand, it is 
necessary to know how a brand is built in the consumer’s mind as shown in figure 
below. 
 
 
Fig 1: Building a brand in mindspace; (Source: Elliott et al., 2011, p. 177) 
 
The first stage is developing brand awareness because it reduces perceptions of 
purchase risk and it might be sufficient for low involvement purchase decisions. 
Consumers also develop the perception about the quality about brand’s performance 
at this stage. At stage one, brands can achieve reasonable level of both factors and 
these factors reduce consumer’s perceived risk. For many brands substantial 
proportion of customers do not develop relationship after this stage (Elliott et al., 
2011). 
 
To move forward to second stage, a perception of differentiation and personal 
relevance is required. It is necessary that the brand is truly differentiated from 
competitors in sense of uniqueness and price worthy. ‘Relevance reflects perceptions 
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that the brand has something that is personally relevant or appropriate to consumer. 
Niche brands may often achieve high differentiation but low levels of relevance 
amongst the general population, but very high levels amongst specific segment.’ 
When a brand is at stage two, it means that brand is sustainable and profitable. 
However, most brands might do not go beyond this point (Elliott et al., 2011, p. 177). 
 
The perception of social esteem and emotional bond has to be developed in the mind 
of market place in order to reach the third stage. Social esteem involves people’s 
perception about the brand and is a sociocultural factor implying either social 
integration or social differentiation. Emotional bond involves relationship between 
consumers and brand based largely on the personal experience with the brand. 
Consumers develop emotional bond with brand through personal experience and 
people’s perception about the brand and eventually invest high level of trust on the 
brand. But before developing a trust, consumers need repeated experiences with the 
brand to build beliefs about its predictability and dependability (Elliott et al., 2011). 
 
‘The ultimate goal of marketing is to generate an intense bond between the consumer 
and the brand, and the main ingredient of this bond is trust’ (Hiscock 2001 as cited in 
Elliott et al., 2011, p. 32). Luhmann (1979) as cited in Elliott et al., (2011) argues that 
there are three modes of asserting expectations about future; familiarity, confidence 
and trust. Familiarity is the precondition for trust; therefore trust is only possible when 
there is familiarity. But trust is only necessary when there is high-perceived risk. 
During purchase decisions with low level of perceived risk or functional brands, 
familiarity is enough for purchase. However, where there is high level of perceived 
risk in case of symbolic brands, trust is required for purchase decision that involves 
emotional judgements. Deutsch (1973) as cited in Elliott et al., 2011 says that ‘Trust 
is a person’s willingness to be dependent on another party in the belief that the party 
will not intentionally disappoint them’ (Elliott et al., 2011, p.33).  
 
The context of branding is changing from controlled broadcast to connected real time 
conversation. Customers today are participating in social networks, creating and 
sharing the contents, communicating and building the relationships with each other. 
The use of social media is increasing day by day and businesses can engage with 
customers on social sites to increase brand awareness, spread their message, drive 
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traffic to the websites and boost search engine awareness and rankings. Companies 
can deepen their relationship with customers on different levels over time without 
spending a lot (Research & markets: 2012). 
 
Consumer today wants and needs to see how brands are contributing to solving 
human problems and everything it does to contribute to a better society. Brands 
should use social media to inform the customers of how they have integrated purpose 
into their core (Mainwaring: 2011). Gobe (2009 p. 246) says, ’social media are 
becoming social branding, in which the content is delivered by people.’ He further 
states that this is the genuine age of branding and connecting people emotionally 
where brands have to redefine and adapt their roles in connecting people. 
 
However, a brand isn’t just a vague emotion. The emotional response to a good brand 
is also tempered by the offer of a tangible benefit that helps us rationalize our 
purchases to others and ourselves’ (Travis: 2000, p.21). Consumers see the rational 
benefit as well as emotional benefit in a brand that helps in separating one brand from 
another in their mind. The rational gives emotional permission to believe. It gives the 
brand the ability to create a distinct image on the brain of customers. That’s why 
people make decision with heads and commitment with hearts (Travis: 2000). 
 
 
Brand equity  
 
In this section, we included Brand equity theory to understand the significant impacts 
of Brand awareness, salience and Brand attitude on brand loyalty. Brand equity 
consists of Financial and Consumer perspectives. Financial perspective puts light on 
the importance of the brand equity, as the asset of company in financial value and 
Consumer perspective is to understand how brand knowledge and individual 
perceptions have impact on building favorable brand attitude.  
 
The Brand equity theory explains how brand significance exists in the mind of the 
consumer through acquaintance, learning and thought for the brand in a period of 
time. It also examines the value added by consumer to a product through thoughts, 
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feelings and actions (Leone et al., 2006). Aaker (1995) defined brand equity as an 
assest such: brand loyalty, brand awareness, perceived quality, brand association and 
proprietary asset in term of patents, trademark and so on. In addition, brand is all 
about visual identification and so on by people through human activities such as 
thoughts, feelings, image, experiences, perception and attitudes which are connected 
to the brand via social media (Rowles,2014). 
 
Therefore, customers can react favorably to the brand to create positive brand equity. 
On the contrary, negative customer brand equity can occur when customer react less 
favorably to the brand. Furthermore, due to variation in response by consumer 
perception, beliefs and so on that reside in the mind of consumer can cause the brand 
value of the company to increase or decrease. Secondly, looking at the financial point 
of view, it is important to note that  strong brand is a benefit to the company and 
Return on Investment (ROI). Therefore, the companies with strong brand has less risk 
rate and strong brand enhances market share. Strong and positive brand shows that 
purchase repitation will increase due to trust and loyalty consumer have for the brand 
(Elliott et al, 2011).  
 
From the above discussion, brand equity can be understand as consumer view point 
that increases the success for the brand and add value that causes preference for a 
certain brand (Elliott et at, 2011). Likewise, financial point describe how strong and 
positive brand can be key asset to the company. Elliot et al., (2011), suggested 
different steps towards creating strong brand equity which is discussed below: 
 
Brand	  Awareness	  
 
The brand awareness starts by letting the consumer have knowlege about the brand, 
and this have important impact on consumer’s preference of the brand. According to 
(Schacter, 2001) his view point on brand awareness showed that, the sense of 
individual or people knowing and without deeper understanding for the brand is as 
result of familiarity they have for the brand. In addition, as noted by Aaker (1998) 
believed familiarity, strong brand awareness attracts presence, commitment and 
substance for the brand. However, brand equity might not occur if consumer is 
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purchasing a product without regard to the brand. The view point on brand awareness 
by Ehrenberg et. al.,(1997) showed that salient brand enhance purchase “that means it 
is associated in memory with the consumer’s set of preferred brands to meet 
particular need, and is likely to come to mind when the need for such a product 
occurs”.  
According to Keller (1998) is standpoint showed that Positive brand awareness by the 
company have major impact in deciding the consumer buying decisions such as: 
• The increase in brand awareness there is posibility that the brand will be listed 
as a ”consideration set” in the mind of  consumer. We undertood consideration 
set  as the brand that consumer place their priority before purchase can be 
done. 
• Likewise, brand awareness can impact the preference of brand among the 
listed brand in the mind of the consumer. 
 
We understand brand awareness as brand that come first in the mind of the consumer 
through various ways such seeing, perception, hearing or interacting in the social and 
so on which prompt purchase for the brand. Communicating of the brand to the 
consumer within the concept of brand equity show that advertising, social media and 
other communication medium increases awareness for the brand (Elliott et. al., 2011).  
 
 
Brand	  Attitude	  
 
When brand awareness occurs, knowledge about the brand is ensured, and then later it 
leads to the increases in  brand association and  customer judgement about the brand 
are developed. Brand attitude is described as the value that consumers place for the 
brand or the brand association connected in the memory of the consumer towards the 
brand. However, the forming of the association in the the mind of the consumer is as a 
result of communication of the brand from the company to the consumer (Elliott et. 
al., 2011). 
 
Keller, (1998) defined brand attitudes as the measurement of the brand  which  
represents the consumer actions and behavior towards deciding brand choice. 
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Therefore,  brand association in consumers’ memory must be convincing in order to 
increase brand attitude which enhances effective brand equity. Similarly, consumer 
having  an established or convincing brand attitude is one of the key factor that 
enhance loyalty for the brand (Elliott et. al., 2011). 
 
 In this modern world, where there are lots of brand  in the market; deciding on choice 
of brand by the consumer’s are not so simple. Therefore, brand association in the 
consumer memory adds trust for the brand to be chosen among various list of brands. 
As Elliott et al, (2011) further pointed out, favourable brand attitude is the major 
feature of effective brand equity and overall brand attitude  is adequate to make brand 
choice decision.  
 
Brand	  Loyalty	  
 
The main concept of brand loyalty describes how consumer attitudes towards the 
brand through repeated purchase (Keller, 1998). Similarly, as Elliott et. al., (2011, 
p.98) pointed out  ”the building of a strong positive brand attitude generally leads to  
a preference  for the brand, and overt time a loyalty towards it”. The research by 
Franzen (1999)  as cited in (Elliot et. at., 2011) shows that consumer loyalty towards 
the brand is a result of  emotional connection to the brand. However, it is worth 
pointing out that strong brand loyalty could be due to other reasons as well, such as; 
lack of alternative product within the product category or just out of the habits (Elliott 
et al, 2011). From the overall discussion on brand loyalty, we understand that brand 
equity have major impact in determining the loyalty of the consumer towards the 
company’s brand.  
 
 
History	  of	  Bang	  and	  Olufsen	  	  
 
In 1925, two young innovative engineers, Peter Bang and Svend Olufsen, established 
the company Bang & Olufsen in Struer, Denmark. These two engineers were entirely 
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dedicated to creating high quality audio replication. The first product that Bang and 
Olufsen created was the radio Eliminator, which was the first product invented in 
Denmark that operated without the application of batteries and operated exclusively 
on electricity.   
 
Subsequent to that the corporation was bombed concurrently with World War II, 
Bang & Olufsen fought in order to persist in the market and bringing the enterprise up 
and operating again. In the interim of the 1950’s and 1960’s Bang & Olufsen got itself 
became known as the “Danish quality brand”. The 1950’s was equally the decennium 
in which Bang & Olufsen launched its first black and white television on the Danish 
market (1950). Thereafter, followed the introduction of colour television in the year of 
1967. Towards the end of 1960, Bang & Olufsen relocated its business to Asia due to 
favourable market environment.  
Subsequently, the company's brand has developed into being an icon as concerns 
performance as well as design brilliance by means of its abiding workmanship 
tradition and the most intense conceivable engagement to high-tech research and 
reinforcement. Nevertheless, at the leading edge of domestic technology, Bang & 
Olufsen's prevailing product represents consistent media occurrences within the 
household, in the car and in motion.  
Bang and Olufsen employed 2,347 people in the end of the financial year 
simultanously, as the products were sold in over 70 nations worldwide. Additionally, 
the corporation's shares can be displayed on the stockmarket NASDAQ OMX 
Copenhagen A/S (Bang and Olufsen Annual Report, 2013/2014, p. 3). 
 
 Business areas  
Bang and Olufsen performs in the following two business fields; Business-to-
Consumer (B2C) and Business-to-Business (B2B).  
The company's B2C business fields comprise of the AV and the B&O PLAY 
fragments. The AV business encompasses both audio and video products, which are 
sold under the Bang & olufsen brand in more than 700 stores. the B&O Play brand 
delivers stand-alone, portable products distributed through Bang & Olufsen’s 
dedicated stores as well as through third party retailers and online.  
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The B2B business area consists of the Automotive and ICepower segments. 
Automotive comprises develop- ment, production and sale of exclusive sound systems 
for high-end cars. Bang & olufsen has entered into partnership with Aston martin, 
Audi, BmW and mercedes-Benz. ICepower is engaged in development, production 
and sales of compact, digital amplifier units.  
 
Product 
The product portfolio of Bang & Olufsen comprises of audio, video, speakers, 
telephones, digital media, home integration as well as sound systems for cars. With a 
portfolio of more than 50 exclusive products3, many of which are produced in 
distinctive assortments in agreement with customer desires and a policy in order to 
assist products as far as 12 years before the company go out of production, Bang & 
Olufsen has an abundant of amounts bounded to its production facilities. In addition 
Bang & Olufsen has set a goal every single year to launch 3-5 new products to endure 
on a cutting edge.  
Bang & Olufsen's predominant activity lies within the luxury technology segment to 
private consumers and real estate projects such as hotels, for the delivery of audio, 
video (television) and telephones (primarily landlines). (Bang & Olufsen Annal 
report, 2013/2014, p. 16).  
Bang and Olufsen promotes the sales of its goods in such a way that makes space for 
more than just a single product out of the product portfolio. An example of this is the 
home integration line that comprises of remote controls, which has been designed to 
control all of the other lines in just one remote control. Furthermore, all of the 
commodities contains the same kind of design and hence they are suitable for each 
other. Bang & Olufsen does not unveil the profits within each section of commodities; 
thus it is not likely to establish in which sections the corporation is earning money and 
in which sections it is incurring deficiets.  
 
Markets 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  3	  
  	   http://www.beoretailer.com/products/	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According to Bang and Olufsen's latest annual report (2013/2014, p. 16), the 
corporation is quite international and sells its product worldwide. The company 
operates in Europe, North America, Bric (Brazil, Russia, India and Greater China). In 
order to strengthen Bang & Olufson's Chinese market position, the company has taken 
over 20 additional stores from the former master dealer  in mid-China (which includes 
Beijing and Shanghai) on the 1st of June 2013. As we can see in the diagram below, 
Bang & Olufsen's revenue has decreased to a great extend in all places of the world, 
except for in the Bric region, hence Bang & Olufsen has a stronger connection to Bric 
rather than the rest of the world, in regards to the sales of their products and costumer 
loyalty. (Bang & Olufsen Annual Report 2013/2014, p. 16) 
 
 
 
Figure 15: Revenue growth by Region (B2C)  
 
Source: Bang & Olufsen Annual Report 2013/2014, p. 16 
 
As a consequence of its compartment Bang and Olufsen Enterprises, Bang & Olufsen 
has equally opened up stores in the Middle East with its quantities of audio and video 
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systems to real estate projects and top class hotels. Bang & Olufsen remains its aim 
attention on the luxury compartment and has a coherent strategy to maintain its most 
significant products. Bang & Olufsen manufactures and sells its products both in 
home audio , the video entertainment and in the luxury/life style compartment.  
 
During the year have been introduced a new e-commerce platform in the US, and the 
Group now has active and one's e-commerce platforms across europe and the united 
states, making it easy for customers to buy B & O PLAY products online (B&O 
annual report, 2013/2014, p. 17).  
 
 
 
 
 ` 
 
ANALYSIS/DISCUSSION	  
 
In this section, we will connect, compare, analyze theoretical framework with 
emperical data gathered for further discussion on the issues. The emperical data used 
for this research are Case company interview, Focus group interview and Observation 
of Bang & Olufsen’s social media sites specially Facebook, Twitter and BeoWorld, an 
external online community of Bang & Olufsen. Our analysis is based on theoretical 
framework provided by social media theory, emotional branding and trust, and brand 
equity theory. Key points from both interviews are extracted and screenshots of 
important issues from social media sites of Bang & Olufsen are also used for analysis 
and discussion. 
 
Analysis	  of	  Social	  media	  theory	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Within the section of the Social media theory, we have interpreted why brands choose 
to interact and engage costumers through the use of social media. We equally 
interpreted why the consumers use the social media and how that affects the brands. 
This all leads back to our hermeneutic method of interpretation, in which we 
determined to gain a deeper understanding of a subset of the consumer world. In our 
research report, the subset of consumers refers to Bang & Olufsen's constumers as the 
report involves a case study about the company. As it has been clarified in the 
theoretical framework, social media should be integrated in businesses' integrated 
marketing communications. In the social media theory we equally found that the idea 
of self-presentation basically claims that within social interactions individuals are 
aspired to control the perceptions other people form of them. Self-presentation 
transpires to help create an image that coordinate with an individual's identity. 
Though connecting this with social media, individuals may join a social network to 
present themselves on the Internet.  
 
 
Considering the variation in individuals to apply the social media on an everyday 
basis, increased studies have been made in order to examine the social media and to 
investigate what it means for advertisers and corporations, an example of such an 
inquiry is the one created by Mangold & Faulds (2009). According to the inquiry by 
Mangold & Faulds (2009), they declared that social media made it feasible for the 
particular individual to interact with numerous people regarding products and 
organizations. Subsequently, they claimed that it is necessary to implement social 
media in businesses' integrated marketing communications (Mangold & Faulds, 
2009).  
 
Hence, it is essential that all businesses', including Bang and Olufsen, incorporate 
social media in their integrated marketing communication to show their costumers 
that they value and respect their costumers opinions by engaging them in important 
business' decisions. Nevertheless, it is equally essential to apply social media to 
increase Bang & Olufsen's fan-base. The enlargement of the company's fan-base will 
equally improve the profit of Bang & Olufsen.  
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The main social media platforms that Bang & Olufsen are applying are primarily 
Facebook, Twitter and Instagram. However, the company is also to be found on other 
social media platforms such as Youtube, Google Plus and Linkedin. This can equally 
be confirmed by our empirical data, e.g. the interview with Bang and Olufsen's own 
social media manager and online manager, Alexandra Bode and David Rasmussen: 
 
“We have our primary platforms which are Facebook and Twitter and to a certain 
extent also Instragram. On Instagram we do have a profile, but we haven't posted a 
single image yet. That is due to ressources, because we believe that you should only 
be on the channel if you really have time and the effort to produce quality content. We 
need to produce content that reflects our image as a luxury brand....and then 
secondary we're obviously on Youtube which is more of a content repository so there 
we post all the videoes that we produce..and then we produce Youtube to link other 
places too...so we use our website or we post it on Facebook. We're also present on 
google plus, but that's more for search engine recent...because as the name says 
google loves google plus. So when you're on google plus it also improves your search 
engine rankings. And then we're also on Linkedin, which is primarily a professional 
platform where we post about new products coming out and job openings. (Appendix: 
1, 5:42) 
 
 
Thus from the above-stated quote, we can intepret that Bang & Olufsen are obtainable 
on the most substantial social media platforms of this generation and that it is 
necessary for the company to interact with their existing and potential costumers as 
the majority of people of this era spend time on at least one of the social media 
platforms. In our social media theory we found that the social media has previously 
been elucidated predominantly as a media for social interaction. Therefore, the social 
media is the ultimate communication tool for all corporations. This can be confirmed 
by social media manager, Alexandra Bode: 
 
“Both is the short answer. The slightly longer answer is that obviously, especially as 
a luxury brand, we need to be there where people are. So yes there are a lot of people 
who consult our website, there are people who call in if they have a problem about 
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products, there are people who go to the store...but in an increasingly connected 
world we need to be where our costumers are so we strongly believe in costumer 
service via social for example because if you have a problem you will always use the 
channel that feels most natural to you. I mean it's not our role to dictate our 
costumers how they should approach us...” (Appendix: 1, 7:56) 
 
As it has been declared it in the theoretical framework, enterprises are currently 
relying on social networking websites in order to transmit knowledge to consumers 
concerning their most recent occurrences. The majority of organizations have wanted 
not to not only communicate knowledge to consumers, however equally to engage 
them through incorporating them in business decisions, including them into concrete 
environments with internet-based promotions, and hence generate a feeling of 
exclusivity for those consumers who engage in social media (Al-deen and Hendrick 
(2012, p. 145)  
 
According to social media manager Alexandra Bode, the primary social media 
platform Bang & Olufsen utilize to genuinely engage with their costumers is Twitter: 
The business side of things happens on Linkedin, whereas I would say Facebook is the 
platform with the broadest appeal, where we share a lot of behind the 
scenes...emotional stories...stories about costumers...Twitter is more for real-time 
engagement costumer-service but also talking to terms (Appendix: 1, 7:45) 
 
From our observation of Bang and Olufsen's own social media platform 'BeoWorld', 
we equally found that the consumers are able to transmit knowledge regarding the 
company's latest news and products or other news regarding the products as well as 
winning prizes by joining the BeoWorld community (See appendix 17).  
 
In our social media theory we furthermore found that researchers have proposed nine 
methods, which will guide companies create those discusissions that are related to the 
social media; The researchers have stimulated corporations to support a networking 
platform, utilize social media tools in order to engage the consumers; utilize a 
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combination of traditional as well as Internet-based advanced tools to engage 
consumers; contribute to knowledge, become outrageous, provide with exclusivity, 
design commodities with topics that invites discussions and costumer's aspired self-
portraits in regard; sustain and aid charities which are eminent to the costumers; as 
well as exploiting the power of narratives.  
 
These nine approaches, which are made to form producer-costumer dialouges on the 
social media, can be utilized as a measuring tool for corporation success on both 
Facebook and Twitter. Thus it is necessary for corporations to provide networking 
platforms. Moreover, it was established that consumers prefer to communicate with 
individuals of the same mind in value- and interest-focused societies. Second, the 
researchers proposed that corporations should use blogs as well as alternative social 
media devices to engage consumers. The outcomes of these favorable circumstances 
for assessment permit for enhanced consumer engagement and an extended sense of 
society. Thirdly, they encouraged corporations to utilize both traditional as well as 
Internet-based beneficial devices. 
 
In the interview with the two Bang & Olufsen managers they gave us their insights on 
how the utilize the social media in relation to their costumers in order to engage them: 
 
Yeah I think dialouge is the keyword here for our social media is not a push channel, 
but very much a channel where we listen to our costumers or we get new insights on 
how they use the products and also when they have problem with the product...I think 
internally there's actually a lot of pressure on us to use social media to push products 
out. So we try to avoid always just having to do selling on social media. We don't 
think that's the way to use the media. So instead of always just talking about our 
products we try to you know...of course we mention when we have a new product, that 
makes sense...but we also try to give them some insight stories from Bang & Olufsen 
we share user-generated content. We give answers to support questions and so on. 
(Appendix: 1, 9:26) 
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Furthermore, not all organizations have managed to gain the corresponding success in 
regards to social media marketing. In-numerous articles within the advertising 
industry have granted inadequate critiques to corporations who unsuccessfully 
managed to engage with consumers accordingly.  However, alternatively they 
encountered one-way interaction that gave the impression of disrespect towards the 
value of fans assessments and communication. - This means that the corporation will 
risk losing their costumers if they do not grant them respect, appreciate their value of 
assessments and communicate with them. This theoretical argument can be supported 
by the following statement made by David Rasmussen, online manager both from 
Bang & Olufsen: 
 
This is radically different from what we used to do. A few years ago we forced 
everyone that has any costumer-service question to go through...either they had to 
call a number or they had to fill out a form on our website in order to get in contact 
with our costumer-service department. But we know that it's really really critical that 
we actually answer them when they have questions on Facebook or Twitter and so on. 
Because if not..if we have someone that's unsatisfied, you know someone who has a 
problem with their...I don't know their Beolet or whatever then they go to Facebook 
and they write “Hey it doesn't work, I'm really unhappy with it” and we risk if we 
don't answer that someone else is “wow this is really bad, this is not you know very 
Bang and Olufsen-ish...you know you guys should do better” and so on then it could 
explode into a huge problem so of course we need to take that dialouge and make sure 
that we give people a good feeling and make them trust us as a brand...(Appendix:1, 
8:37) 
 
In this statement online manager, David Rasmussen, claims that Bang & Olufsen are 
critical when using the social media and reply to their costumers questions on for 
instance Facebook and Twitter. Likewise, he argues that if a costumer is unsatisfied 
with a Bang & Olufsen product and if they do not respond to his/hers complaints it 
may become a big issue for the company, and thus it is essential that they have a 
dialouge with the costumers and make them feel good in any possible way in order to 
show the costumers that they respect and value their opinions. Thus, this way Bang & 
Olufsen will be able to maintain and perhaps increase its fanbase on the social media. 
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However, it is crucial to be critical towards the fact that the corporation is to a high 
degree protective of its brand image at the same time as it is attempting to enhance its 
profibility.  
 
 
Although consumers are persuaded to follow reminders to visit the corporation's 
websites, there does not exist any technique in order to obtain the immediate 
repercussions of social media use. Yet, corporations are capable of engaging with the 
consumers that utilize their products and, as a consequence of an already initiated 
network, approach those consumers who do not use it. This way, social media 
followers turn into unsalaried employees for corporations who they befriend, like or 
follow. The corporation receives free reliable publicity, brand awareness, and possibly 
enhanced costumer loyalty. Assuming that the enterprise's strategy is productive, 
hence that the consumers will be listened to, the corporation creates relation with new 
brands, consumers, and collects more information on features and problems 
concerning a specific brand. 
 
“I think there's an important part in realizing that there is a difference between a 
costumer and an ambassador. So if you start buying a product and that product - 
you're happy with that sure that's fine – you probably won't go recommend it to your 
friends and your family...But if we can take one costumer and treat him really well, 
make him feel like a part of the brand and make him feel welcome on our Facebook 
page and Twitter page...then maybe we can convert him into an ambassador, where 
he actually goes south and tells his friends “Hey Bang and Olufsen is product, you 
should get it too”, then all of the sudden he's actively selling our products for us and 
we don't really have any expenses connected to it to people out there recommending 
things to their friends. So of course if we can convert costumers into ambassadors 
then it's an easy way for us to sell more, I guess, a very cost-efficient way for us to sell 
more (Appendix :1, 24:19).  
 
As we can comprehend from the above-stated quote, regular costumers may not 
promote a product that they purchase from Bang & Olufsen, even if they are satisfied 
with this particular product. On the other hand, if Bang & Olufsen can manage to treat 
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a costumer to a substantially higher degree and making him feel invited and a part of 
the brand the company can turn him into an ambassador, which means that he will 
most likely recommend Bang & Olufsen's products to his acquaintances. Thus, by 
becoming an ambassador the individual costumer will help the company sell a higher 
amount of products and hence increase corporation profibility. It is equally a more 
cost-effecient way for Bang & Olufsen to sell more products, as for instance 
marketing ads that are much more costly for the enterprises.  
 
Nevertheless, in the above-stated quote, Bang & Olufsen online manager, David 
Rasmussen, disclosed that they utilize the social media in order to sell more, however 
this does not conform with the statement below, in which he claimed that Bang & 
Olufsen do not utilize the socia media to sell their products, but mainly to create a 
dialouge with their costumers, due to the fact that it would decrease the fanbase on the 
social media sites; hences the costumers trust and loyalty: 
 
“So we try to use it not just for selling, but for having that dialouge with the 
costumers...and I think that's really critical today on how you use social media in 
2014. I'm sure that there's people out there who would say that; you can sell through 
social media and maybe yeah to some extent, but you would never get the reaching, 
you would never get the fanbase and the loyalty by always just pushing sales 
messages, so it's really important that you have that dialouge and make them feel like 
a part of a community almost. Yeah, we want to be credible and we want to provide a 
platform, where people can talk to us and we can talk to them, but they can also talk 
to each other.” (Appendix 1, 10:13) 
Therefore, Bang & Olufsen do sell their products via the social media, however only 
to a certain extent, as the company wants to maintain its loyalty and be perceived as 
credible towards the costumers in order to enhance its fanbase. Thus, the company 
mainly uses the social media to create a dialouge with the existing and potential 
costumers and to engage them in corporate decisions.  
 
The challenges to companies 
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Moreover, it is proposed that corporations maintain focus on consumer self-portrait as 
well as consumer engagement in the midst of producing new products. Contemplation 
like that might enhance costumer dialogue through social media and interact as a 
means of communicating knowledge. The researchers claimed that the influence of 
aiding causes interest to the consumers. Subsequently, the researchers encouraged 
corporations to utilize the power of narratives, proposing that the more noteworthy the 
corporation narratives are, the more it is probable that they will be paraphrased, 
likewise on the social media. One of the main challenges that Bang & Olufsen are 
dealing with concerning the social media outlets, are sales through social media as a 
result of that the company do not have an online store. This is confirmed by social 
media manager, Alexandra Bode: 
 
And when regards to sales through social media, we obviously also have the 
challenge that we don't have an online store. So for us it actually doesn't make sense 
to always hard link to our website, because we want to be the place where people can 
discover more about all the facets that the brand comprises and we also can't 
measure if someone who walks into a store and buys a Bang & Olufsen TV does so 
because he saw a post on Facebook. So in terms of costumer loyalty our platforms are 
something just as much for the existing costumers as it is for new costumers, who then 
can see how the existing costumers enjoy our products (Appendix: 1, 11:02).  
 
The presumption is that one purpose of transmission is to diminish ambiguity, which 
is the presence of incompatible aspects, and uncertainty, which is the deficiency of 
knowledge, and the prosperous the media the greater the decline. Essentially, as we 
found, some of the media outlets are more efficient than others when diminishing 
ambiguity and uncertainty as well as contributing to improved knowledge. However, 
in the interview with Bang & Olufsen's social media manager, Alexandra Bode, 
claimed that it is not possible to recognize one peculiar social media platform as more 
efficient that others, due to individuals’ personal preferences when for instance 
seeking for information regarding the brand or when seeking to solve issues with the 
brand: 
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“So I think that you actually can't pinpoint one platform since it really depends a lot 
on your personal preferences. I mean if you sit in this room my personal favourite 
social media that I use privately is Instagram. So I would, if I had a brand problem or 
if I were looking for information I would see if the brand had an Instagram 
profile...So I don't think that you should see one social media channel as having one 
role. (Appendix: 1, 12:30) 
 
Our interpretation of this statement is that it does not conform to our findings from the 
social media theory. Hence, social media manager, Alexandra Bode and online 
manager David Rasmussen could not specify exactly, which one of the social media 
platforms that actually helps diminishing ambiguity and uncertainty for Bang & 
Olufsen. Thus, it it is essential that the corporation establishes which platform helps 
decrease ambiguity and uncertainty in order to enlargen its fanbase to build costumer 
trust and loyalty. Nevertheless, the two managers continue to discuss that the 
particular social media platforms do play a certain role when it comes to dialouge and 
support questions, however it was uncertain to both of them, which platform 
contribute to diminishing ambiguity. This argument can be supported by the following 
quote by Bang & Olufsen's social media manager and online manager, Alexandra 
Bode and David Rasmussen:  
 
David: But again as you also say, I mean of course some platforms are I guess more 
meant for dialouge. I mean for instance Youtube, you would never go to Youtube to 
ask a support question I guess. Alexandra: People do. I'm sure that some do, but I 
think that Twitter is one of the obvious ones, Facebook as well and then to some 
extent we see people slowly to starting to asking questions and searching for 
information on Instagram and on others like that. Alexandra: Yeah, I think that the 
question as such is really difficult to answer because yes...channels do have a specific 
role. But you don't really know which of the roles actually contribute to diminishing 
ambiguity. (Appendix:1, 13:10)  
	  
Criticism of the social media 	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The crucial incentive to why humans determine to establish a personal page is, for 
instance, the desire to introduce themselves in cyberspace. Normally, this sort of 
introduction is made as a result of self-disclosure, which means that the conscious or 
unconscious unveiling of private information (such as., thoughts, feelings, likes, 
dislikes) that is in accordance with the image the individual would prefer to grant. 
Self-disclosure remains a critical act in the progress of close relationships.  
 
Nevertheless, from the focus group interview we found that people primarily utilize 
the social media for socializing with friends and family, which may be interpreted as a 
way of creating an image that is in accordance with their thoughts, feelings etc. 
Secondly, people utilize the social media in order to communicate with or to follow 
branded companies that launches new products as well as to get cheaper product 
prices from the branded company which they are following and perhaps engaging 
with on the social media.  
 
“I use, especially I use Facebook and I use Facebook primarily to communicate with 
friends and family, but nowadays we'll have lots of options that we know more about 
the companies and brand. So we can understand which product they are launching 
and also we can know the prices of the product and the latest product that they are 
inventing...So I think it's a good opportunity to use Facebook for the company point of 
view (Appendix: 2, 2:13).  
 
Another respondent from the focus group interview agreed with the above-statement: 
“Facebook is a very affective social media nowadays among all the generations from 
the old and also for the students. But I also use all the types of social media to buy 
some kind of goods ...we have a lot of options... So we can buy that kind of product in 
cheap price...” (Appendix: 2, 3:03) 
 
With respect to the critique of Facebook and Google's infringements of privacy, 
disagreements over the presumed neutrality of the online network, as well as the real-
time dimension (the RSS feeds) on the move, we need to be constrained to determine 
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which side we are on, for the sake of not vanishing in the information fog (Lovink, 
2012). The online network is currently regarded as the most recent boundary of free 
interaction, speech, as well as political interaction. Consequently, with the social 
media any person can make a negative statement about a company, which can 
essentially become a huge company issue as it can go viral on the social media and 
thus leading the company to be less popular. Eventually the corporation can risk 
losing the majority of its costumers.  
 
 
 
 
 
 
 
 
 
Using	  Emotional	  Branding	  
 
As discussed in the theory, emotional branding is a way to connect products with 
customers in an emotionally profound way and it focuses on human desire to overpass 
material satisfaction and experience emotional fulfillment. To build the trust in the 
mind of customers,  an emotional bond must be created towards the brand. According 
to the Elliott’s model of ’building  a brand in mindspace’, the first stage is to develop 
brand awareness, which helps reducing perceptions of purchase risk and develop 
perceptions about quality of brand’s performance. 
 
When talking about the brand awareness of Bang and Olufsen as a brand, we found 
from the focus group interview that most of the participants do not know the brand 
very well. Some of the participants did not even know what kind of products Bang & 
Olufsen produces. One of the participants of the focus group interview stated that  
”This product is not very popular because it is for high class people and it is very 
expensive” (Appendix:2, 04:43). Thus, from this we can understand that although 
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some people perceive Bang & Olufsen as a luxury brand, others even do not know the 
existence of the brand and its products.  
David Rasmussen, online manager of Bang & Olufsen claimed following 
”…basically Bang & Olufsen consists of two brands today…we have the mother 
brand; Bang & Olufsen core brand and then we have our sub-brand B&O Play and 
those two have quite different target groups. So, the mother brand Bang & 
Olufsen...is traditionally targeting families aged 35 and up, what we call generation 
X...Of course historically talking about customers of our core brand is in the older 
segment...aged 55 and upwards…and basically they have pretty decent income…Then 
we have the play brand which is of course a sort of age 25 and 
upwards...”(Appendix:1, 00:25).  
 
Although Bang & Olufsen is considered as a luxury brand mainly for people with 
decent incomes, at least there should be awareness of the brand in as many customer’s 
mind, even the younger generation like the participants of Focus group interview; as 
this brand also represents younger generations with B&O Play products such as 
headphones and sound systems.  However, we can see that Bang & Olufsen have 
recently started to do programs to attract the new generations by using popular 
musicians and artists through the program named  4’The Living Room Tour’, where 
one is able to view conversations with those artists and their performances. Then, 
Bang and Olufsen shares those stories and images through Facebook and other social 
media sites (See appendix : 3).  
 
Nevertheless, the question arises how many people know about such programs of 
Bang & Olufsen and why would they be interested in such programs. From the Focus 
group interview, we can understand that Bang & Olufsen needs to create more 
awareness about its products and brand among younger generations due to that this is 
the first stage in building emotional bond and trust with customers.  
 
From the focus group interview, we also found that people love to get information 
about products and know about new product launch from social sites rather than 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4	  	    	  https://www.youtube.com/watch?v=E1bwr_Q63Z8	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visiting their homepages as they can know about positive and negative aspects of the 
product from ongoing conversations on social sites. The Focus group interview 
participant , ”…if something new comes in the market...my friends and others whom I 
have contact share information about that product…even if I don’t know the company 
or product, I can know through the facebook…a lot of rumors and news things are 
shared on facebook and people can immediately know what is the good thing and 
what is the bad before we see anything through their original sites…”(Appendix:2, 
11:52).  Bang & Olufsen shares information about its new product launch through 
social media sites like Twitter (see appendix:4), but people will be able to know about 
it when they have followed Bang & Olufsen on Twitter or if their friends re-tweet the 
story. To make more and more people follow Bang & Olufsen on Twitter and like 
them on Facebook, it should deliver quality contents that attracts people’s interests.  
When people become aware of the certain brand, it reduces the perceptions of 
purchase risk and consumers can develop perception about quality about brand’s 
performance as discussed in the theoretical framework. Since B&O is perceived as a 
luxury brand with premium price, it needs high involvement purchase decisions and 
customers need to go to further stage other than just having awareness about brand. 
 
According to Elliott’s model, second stage of buiding a brand in mindspace is creating 
a perception of differentiation and personal relevance. Bang & Olufsen should 
differentiate its products from its competitors in the sense of unique design and 
satisfying personal needs of customers. When customers pay the premium price for 
the B&O products, they would definitely look for something unique on it. 
Differentiation could be based on the product design, performance, imagery and 
customer service. Bang & Olufsen have tried to potray itself as a unique brand in 
terms of design. It shares the stories behind product manufacturing through social 
media. 
 
To go further towards building trust toward B&O brand, it should develop the 
perception of social esteem and emotional bond in the mind of customers. As the 
social media manager of Bang & Olufsen Alexandra said, ’the age is not as important 
as the life style’ (Appendix:1, 01:53), B&O products should try to give the lifestyle 
experiences to its customers. From the focus group interview, we found that people 
use branded products due to sense of high social esteem and the positive image of it. 
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People choose one brand over another due a image created by the brand in customer’s 
mind. One of the participants of Focus group interview who was previously loyal to 
Nokia brand but now has moved to Apple, shares the reasons of changing the brand, 
”… i changed from Nokia to Apple because…it creates some kind of image…i have 
huge friends and i see them using smartphones…so why not I start with this…it brings 
a kind of excitement…” (Appendix: 2, 31:33). From this saying, we can say that 
people are also influenced by what brands others are using, mostly the people close to 
them and also due to the different feeling of excitement of using branded products.  
 
We also found that people are influenced by what brands their favorite celebrity uses. 
One participant said, ”…Snoop is my favorite in hip-hop music, so one day I saw him 
wearing Adidas hoodie…I grabbed that from first sight and I was so impressed of him 
and that dress that I bought the same dress…” (Appendix: 2, 12:38). When popular 
celebrities use some brands, people create different image about that product as of 
high value brand and they try to follow the trend in their lifes. So, at the end 
everything is about creating positive image in customer’s mind. If the brand is able to 
develop positive image, people often tend to show that they own that particular brand 
through social media sites.  
 
People want to express that they are  a part of the brand and want to get some kind of 
social recognition and respect. Social media manager of Bang & Olufsen, Alexandra 
said, ”…increasingly there is a pride of ownership and reinforcement of your 
purchase…when you post pictures of your setup, …if you have seen our facebook 
page, they post pictures of their setup even when we don’t ask them because they are 
just so proud to show it and they like it when they get likes from other people…it is 
like a showcasing platform for the existing customers…” (Appendix: 1, 15:50). The 
statement of social media manager could be supported by the picture in (Appendix: 
6), where a customer have posted about B&O product that he is using at his home 
among many others who also shared similar pictures. 
 
To create the emotional bond with the brand, customers need to have relationship with 
the brand based on their personal experiences. As mentioned in the theoretical section, 
to build a trust in a brand, a consumer develops emotional bond through personal 
experiences and people’s perception about the brand. This argument is also supported 
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by the Focus group interview. One of the participant who seems to be loyal with 
Nokia brand said, ”…I am emotionally attached to the Nokia brand because this is 
first mobile that i used when I was young…” (Appendix 2, 24:44 ). Another 
participant who was also loyal to Nokia brand said, ”…I feel that Nokia has not failed 
me since I started using it…it has never failed me in terms of price, quality…that’s 
why I don’t see any need to go and search for alternative brand…” (Appendix: 2, 
26:04). From his saying, we can say that he developed positive experience about the 
Nokia in terms of quality and price which made him emotionally attached to the 
brand. One of the participant was emotionally attached to Nokia brand because it was 
the first mobile he used during his early days. While the other participant was 
emotionally attached due to the functional attributes and price. The latter proves that a 
brand is not just a vague emotion but it is also strengthened by tangilble benefits as 
discussed in the theoretical section. However, customers should have repeated 
positive experience to develop the trust in the brand. It is important that Bang & 
Olufsen should give such experiences to its customers which would create high level 
of emotional attachment with the brand.  When customers of Bang & Olufsen have 
high level emotional bond or attachment with the brand, then it can create high level 
of dependency and long term relationship with the brand which can be understood as 
high level of trust on the brand. 
 
Sharing brand stories and emotional contents through social media could also make 
people attached with the brand. Gobe (2009, p. 308) said, ”Branding is a people to 
people business, not a factory to people business.” By saying this, he means that 
brands should have human qualities and emotional values. Bang and Olufsen shares 
heritage photos from its early days on facebook and twitter which would somehow 
make people connected to the brand (see appendix:6). Social media manager 
Alexandra  Bode said, ” If you go to facebook and see the heritage posts of a product 
that we launched 90 years ago, …then people say wow if they have been here for such 
a long time that means it’s a quality product” (Appendix:1, 14:26). Apart from 
having positive image about the product as Alexandra Bode said, it is also interesting 
for people to see the old pictures and it is more likely that people will share such 
pictures on the social sites. 
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Similarly, Bang & Olufsen also shares brand stories through pictures and behind the 
scenes stories of the product manufacturing in social media. When we observed their 
twitter page, we found that they have posted a picture of their opening ceremony from 
1966 (see appendix:7). 5Bang and Olufsen also shares the stories behind product 
manufacturing and craftmanship. This would help to build emotional attachment and 
trust towards the brand to great extent as people can connect themselves to the stories.  
 
Enhancing	  Trust	  and	  Loyalty	  through	  Social	  media	  based	  
brand	  communities	  
 
Bang & Olufsen should give a platform for high level of interaction among customers 
on social media based brand community which would help in building positive 
emotional connection. Engaging on social media based brand communities would 
enhance emotional connection resulting in high level of brand loyalty. Talking about 
Facebook and Twitter pages of Bang & Olufsen, it could be considered as internal 
online brand community although they also have external online brand community 
called ’BeoWorld´. On Facebook and Twitter, Bang & Olufsen social media team is 
involved in direct dialogue with customers. David Rasmussen said, ”…If you use the 
social media to have dialogue with the customers, any potential questions out there 
that might exist, you can answer them straight away instead of having them going to 
website and actually happen to search themselves to find the answers” (Appendix:1, 
12:12). However he also said, ”…internally there is quite a lot of pressure on us to 
actually use social media to push products out…” (Appendix:1, 09:40) although he 
also expreseed that they are trying to avoid this. From David’s statement, we think 
that company wants to improve sales and increase ROI through social media. 
 
 When we observed their Facebook page, we found that they had 295,942 likes (see 
appendix:8), and they had 14,300 followers on their twitter page (see appendix:9). But 
it cannot be guranteed that all members are actively engaging on these social media 
sites and exchanging information to build positive experience towards the brand. It is 
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  https://www.youtube.com/watch?v=AP8RW00gGR0	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not necessary that people like the facebook pages and follow the brands on twitter 
because they truely love the brand or have intentions to participate on ongoing 
conversations. When we asked if any of the participants have liked any brands on 
Facebook, one of the participant from Focus group interview said, ” Yes, Of Course I 
have liked Nike brand…I have also liked Fakta, Fotex and something, if I get like 
discount…then I run away to get discount…otherwise I don’t care” (Appendix:2, 
11:32). When we asked if he revisits the facebook page of Nike brand that he have 
liked on Facebook, the answer was, ”If i have to buy then I go” (Appendix:2, 12:14). 
So, it means that a person might like the brand on Facebook page just to know about 
the discounts and offers and it cannot be guaranteed that the person will ever revisit 
the page again.  
 
When we observed Bang & Olufsen’s Facebook and Twitter pages, we found that 
there are not much conversations going on although Bang & Olufsen has been 
involving in some of the conversations regarding customer queries. But it mostly 
looks like a sort of one way communication going on from Bang & Olufsen’s side as 
they are posting different posts and only few people are engaging on conversations. 
The reason could be lack of interesting contents to attract  people to make them 
engaged. Bang & Olufsen could make interesting contents on Youtube and share it 
through Facebook and Twitter which would increase customer engagement rate. 
When we checked their official Youtube channel, we found 11,800 people have 
subscribed (see appendix:10). More and more people would subcribe their Youtube 
channel if they make interesting contents rather than just giving information about 
product launches and other similar stories. As discussed in theoretical section, 
customers should feel that they are gaining something from engagement on Social 
sites and company should also be gaining something from it. 
 
When asked about if they have any online brand communities, Alexandra Bode said, 
”We have actually huge community, external community called BeoWorld…where 
there is very very nerdy conversations going on about different features and they are 
also very excited” (Appendix:1, 12:25). When we looked for BeoWorld (see 
appendix: 11) on internet, we found that one have to sign up to become member of the 
community and one can see what kind of discussions is going on Forums and Blogs. 
There is free membership for Bronze member, however, it cost €18 per year for silver 
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membership and € 36 per year for Gold membership. The benefits of having different 
membership can be seen on Appendix:12. We think that charging members for 
upgrading their membership might make customers feel unhappy as they might feel 
deprived of valuable information when they do not want to pay for silver or gold 
membership. 
 
As discussed in the theoretical section, Brand communities provide an important 
platform for customer engagement behaviors. We can see from the observation of 
BeoWorld community that it provides a platorm for people to discusss about Bang & 
Olufsen products and discuss other related issues. But Bang & Olufsen does not want 
to have direct active participation on the BeoWorld community. Alexandra Bode 
argues, ”We believe that this is an external forum where we should not bargain with 
the corporate perspective, but we have very few exceptions of product managers who 
are in the same technical expertise level and they participate” (Appendix:1, 18:58). 
Furthermore, David Rasmussen added, ”…we do not want to take away that 
community feeling  they have, we do not want to make it Bang & Olufsen 
community…we rather want to have them create their own little world where they can 
discuss whatever they feel and not feel like we are monitoring…” (Appendix:1, 
19:15). The statement of David and Alexandra supports theoretical framework 
meaning that member interaction should be the focus and main point in social media 
based brand communities.  
 
But when we checked the Product related forum on BeoWorld, we found that there 
are only few people participating on conversations (see Appendix:13). This arises 
questions about use of BeoWorld community in real sense of active customer 
engagement although (appendix 13) is just one example of customer engagement 
scenario. There were also some threads on the forum where there were relatively more 
people engaging on the discussion (see Appendix:14), however, basically on most of 
the threads on BeoWorld Forum, there was less customer engagement. BeoWorld 
should attract more customers to engage on ongoing discussions and try to solve the 
customer’s problems if any. In this way, customers sastisfaction level will rise and 
brand commitment and trust can be enhanced towards Bang & Olufsen brand. This 
will utimately result in high brand loyalty towards Bang & Olufsen. 
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For further examining on how Bang &  Olufsen can build brand loyalty, we have 
anlayzed and discussed the Brand equity theory in the section below. 
 
 
Brand	  equity	  Analysis	  
 
In the section, we have examined different scholar’s opinion regarding brand equity 
with the emperical findings. We discovered that there viewpoints are similar with 
each other in regards to associations and connections with the brand, that starts from 
the customer thought and perception. Rowles (2014) standpoint shows that attitude, 
thought, experience, feeling and perception  are ways of  connecting to the brand 
through social media. 
 
According to the interview with online manager, David Rasmussen from Bang & 
Olufsen the perception of Bang Olufsen's brand ”…varies a lot.. I think it also 
depends very much on the various markets, we are talking about. Because in 
Denmark everyone knows Bang & Olufsen and it's almost sort of a part of our history 
and culture as danes. But if you go to the UK for instance, the core brand is thought 
of as a very high-end luxury brand. It's one of the most prestigious brands in the UK, 
so it's very important in the UK to maintain that prestigious image...whereas in 
Denmark it's more of a normal families considering actually buying Bang & Olufsen 
products, because it's sort of considered more of a quality, long-lasting...and there's 
some values to our products which makes them interesting for the average high-end 
or high-middle-end family. So it very much depending on areas and countries” 
(Appendix 1, 02:58).  
 
David’s viewpoint shows that people perceive brand differently, that is why there is 
different perception of Bang & Olufsen brand in USA and UK which is confirmed by 
brand equity theory. We understand that there is variation in how individuals or 
customers perceive brand, it can be positive and negative. Positive attitude towards 
the brand can build or increase the brand image whereas negative attitude towards the 
brand can decrease brand image. 
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From Elliott’s perspective in relation to brand awarensess, shows that knowledge 
about the brand is created through advertisment, and communication channel have 
great impact towards creating brand awareness. Facebook, Twitter, Linked, 
Instagram, etc. could be considered as communication channels in the form of social 
media. Alexandra Bose from Bang & Olufsen said, ”…There are a lot of people who 
consult our website and there are people calling if they have problem with our 
product and people go to our store ... we strongly believe in customer services  via 
social network, for example if you have problem you will always use the channel that 
feels most natural to you, it is not our role to dictate to our customers on how they 
should approach us” (Appendix: 1, 08:08). 
 
Similarly, David pointed out that apart from creating awareness, they also use social 
media to create a dialogue. He said, “we try to use it not just for selling but for having 
that dialogue with customer. That’s really critical today on how you use social media 
in 2014” see (Appendix 1: 10.12). From this viewpoint and from Observation of Bang 
& Olufsen Facebook page (Appendix:15), we found that they are somehow trying to 
use social media to create dialogue but there is not enough dialogue going on.  
 
From our emperical findings, we will try to connect  how Bang & Olufsen could 
create brand loyalty through social media as mentioned in theoretical section. 
 
From the theory we understand that brand awareness starts from  knowledge of the 
brand Therefore social media plays key role to enable customer to have awareness for  
the brand; having knowledge of the brand allows customer to create brand 
associations and salience for the brand is developed. According to Alexendra Bode 
from Bang & Olufsen, claims that the company use social media for product 
awareness and positive brand images. Furthermore, in regards to sales through social 
media she declared following: ”…we want to be in a place where people can discover 
more about all the facet that the brand comprises and we can't measure if someone 
who walks into a store to buys a Bang & Olufsen TV does so because he saw a post 
on Facebook...” (Appendix: 1, 10:48). 
 
When we examined the theory and the interview information, we clearly see some 
similarity  on how social media plays a role on brand awareness and building positive 
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brand image. For instance, brand image comprises emotional value that is attached to 
brand. We can clearly say customer perception towards brand on social media can 
influence other consumers. But in the research paper,  we can not really prove 
whether  social media can influence other customer to buy Bang & Olufsen brand 
although they use social media site for dialogue. In our opinion, social media have 
significant impact for communication for the brand to the customer and it can also be 
used for  creating positive brand awareness. 
 
 
In the brand equity theory, we found there is possible relationship between 
communication channel and brand awareness. Though, we acknowledge that brand 
equity theory does not explain the association between the use of social media to build 
brand loyalty.  However, the claims from Alexandra and David shows positive 
connection between employing social media to build brand loyalty. Alexandra  Bode 
claims “... Oh yes, absolutely and definately social media build brand loyalty for our 
existence customers as they love sharing their set up and feeding them with news both 
about old product that they own and also new product  this make them feel more 
connected because they feel that ... we take care of the product they already owned 
and also keeping updating them on what is coming”(Appendix:1, 20:43). In addtion, 
we can match up Alexandra Bode’s statement with regards to loyalty and customer 
perspective on brand equity which show that loyalty to company brand is the 
outcomes of brand awareness changes to brand knowledge and positive attitude to the 
brand. 
 
 From her point of view, we can clearly understand there is possibility that the use of 
social media enhance brand loyalty. Similarly, observing Appendix 15 shows that 
customer with right or  positive attitude toward the brand acts like brand ambassador 
for the brand. We can deduct that Bang Olufsen can use the social media effectively 
from customer perspective to build positive brand attitude and higher brand loyalty.  
 
 
CONCLUSION/RECOMMENDATIONS	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The main aim of this research was to examine and investigate the role of social media 
in building customer trust and loyalty towards the brand based on the case study of 
’Bang & Olufsen’ and the emperical data. The concept of emotional branding was 
introduced in regards to building relationships and trust with the brand. Social media 
theory gave us an understanding about importants of social media networks in our 
lives and business world. Likewise, the theoretical framework of social media based 
brand communities was used to discuss the impacts of engaging on such communities 
in enhancement of brand trust and building loyalty. The theoretical background on 
Brand equity helped us to recognize the steps towards building stronger brand equity. 
 
From the analysis, we concluded that brands should use social media to communicate 
and create dialogue with customers. Social media can also be used as a tool to create 
brand awareness and develop positive brand image. We found that people are 
influenced by image and perceptions of the brand, which makes them to chose a 
certain brand or to shift from one brand to another. Apart from positive brand image, 
people are also influenced by functional attributes of the product. Therefore, it is 
important that Bang & Olufsen should focus on both aspects. For low-involvement 
products, brand awareness might be enough for purchase decision. However for high 
involvement products, customers take time to make purchase decision as further 
relationships with the brand might be important to develop. We suggest that Bang & 
Olusen should create more brand awareness using social media as people love to get 
the knowledge about product on social media rather than visiting company 
homepages. 
 
From the social media theory analysis, we found that Bang & Olufsen is  
implementing social media in their integrated marketing business strategy, as their 
costumers all over the world utilize the social media on a daily basis, and they need to 
be where there costumers are. The main social media platforms that Bang & Olufsen 
uses are Facebook and Twitter, however the company is available on all the popular  
platforms; Instagram, Google +, LinkedIn etc. 
 
In addition, it was confirmed by the interview with the managers from Bang & 
Olufsen that the company do actually not have their own online store, which is a 
major challenge as it would not only increase sales, but the company would equally 
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be able to see if there is a connection between the engagement with costumers on the 
social media and their own website. Nevertheless, when interpreting the social media 
theory, it is important to be critical towards the social media as the majority of people 
uses it to due to the urge to present themselves on the Internet. It is equally important 
to be critical towards the social media as a communication tool, as the social media is 
utilized for free speech, interaction and political action. Hence, any person can make a 
negative comment if they do not like or trust the  company brand, which can explode 
into a huge corporation issue, since the comment will be viewed by numerous people 
and possible be shared multiple times. However, it has thus been proposed by 
researchers, that the corporation should maintain focus on consumer self-portrait as 
well as on consumer engagement as they are producing new products. Thus, the social 
media theory is very much related to the social based brand community and brand 
loyalty theory, emotional branding and brand trust theory, and brand equity theory, as 
it is important for the companies to build up trust and loyalty as well as making 
people aware of the brand, and making them emotional towards their brand through 
the use of social media. From the costumers' perspective, with the focus group 
interview, we found that they primarily utilizes the social media for social-related 
purposes. However, they would equally use it to communicate with brands, view the 
launch of current or upcoming products as well as to buy products for cheaper prices.  
 
 
Furthermore, we discovered that brands should build relationships and emotional 
attachment with the customers through social media. Bang & Olufsen should provide 
lifestyle experience to its customers that would help to create emotional bond and 
further attachment. Building emotional bond through dialogue and positive brand 
experience would help Bang & Olufsen to win the trust of customers. Bang & Olufsen 
should deliver quality contents and emotional stories through social media to attract 
more people. The company is sharing brand stories through images and texts on 
Facebook & Twitter. However, it should also create quality contents on Youtube that 
creates emotional feeling towards the brand. 
 
Once emotional bond is established, Bang & Olufsen should use social media based 
brand communities to enhance the trust and built loyalty towards the brand. However, 
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consumers should have emotional bond as well as pleasure towards the brand for 
becoming loyal. From the Observation of social media sites of Bang & Olufsen, we 
discovered that they have not been able to fully utilize social media sites for customer 
engagement. We found that there is not much dialogue going on in their internal and 
external brand communities. Bang & Olufsen should deliver quality contents through 
social media to make people engaged with brand. Engaging on brand communities 
could improve customer satisfaction and enhance trust. When the trust is established, 
it would increase customer loyalty towards the Bang & Olufsen brand. Once the 
customers become loyal to brand, they could be the positive brand amabassadors for 
the brand and they can do free Word of Mouth marketing, which is considered to be 
the best way to increase sales. 
 
From Brand equity theory, we found that positive perceptions towards the brand 
should be developed. For that creating brand awareness through social media is 
important. Once awareness is created, it builts brand association and salience. Positive 
brand association helps in building brand attitude which makes strong brand equity. 
 
The Annual Report from Bang & Olufsen shows that company’s revenues have been 
decreasing recently in most of the regions. One of the reasons for this could be due to 
decrease in customer trust and loyalty towards the brand, although we could not prove 
it. From the statement of online manager of Bang & Olufsen, we came to know that 
they have pressure to increase sales through social media. However, social media 
should not be used as a tool to increase sales and Return On Investment in short term. 
It should be used as a way to create dialogue and built relationships which in long run 
would result in higher loyalty towards the brand. 
 
 
 
 
 
Thank you……. 
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Appendix: 1 Interview with Online Manager and Social Media Manager from Bang & 
Olufsen 
 
Appendix: 2 Focus Group Interview 
 
Appendix: 3 Screenshot from Facebook page of Bang & Olufsen about using popular 
musicians and artists. 
 
 
 
Appendix: 4 New Bang & Olufsen TV launch in Russia, a screenshot of Bang & 
Olufsen twitter page.  
76	  
 
Appendix: 5 Screenshot from the Facebook page of B&O where a customer have 
written about his B&O product with the picture of it in the comment. 
 
 
Appendix: 6 Screenshot of a heritage photo of Bang & Olufsen product posted on 
Facebook 
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Appendix: 7 Screenshot of a photo from 1966 posted on a twitter page of Bang & 
Olufsen 
 
Appendix: 8 Screenshot of Facebook page of Bang & Olufsen retrieved on 15. 
december 
2014
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Appendix: 9 Screenshot of Twitter page of Bang & Olufsen retrieved on 15. december 
2014
 
 
Appendix: 10 Screenshot of Youtube channel of Bang & Olufsen retrived on 15. 
december 
2014
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Appendix: 11 Screenshot of BeoWorld, retrieved on 15. december 
2014
 
 
Appendix: 12 Screenshot of Membership benefits of BeoWorld community retrieved 
on 15. december 
2014
 
 
Appendix:13 Screenshot from BeoWorld Community showing less customer 
engagement retrieved on 15. december 2014. 
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Appendix: 14 Screenshot from BeoWorld community showing relatively high 
customer engagement, retrieved on 15. december 
2014
 
 
Appendix: 15 Screenshot of Facebook Page of Bang & Olufsen, retrieved on 15. 
December. 2014 
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Appendix: 16 Screenshot of Facebook page of Bang & Olufsen, retrieved on 15. 
December. 2014 
 
 
 
 
 
 
Appendix 17: Screenshot from BeoWorld's frontpage. Retrieved on 15. December. 
2014  
 
 
